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RHYTHM STEP Acsend 
THE SHOE STYLE NEWS! 


LowELL 
Matiey— ; white suede, Turf Tan trim 
black patent, Airway Blue calf 





Heravcp Square 


suede and alligator calf ‘ Mocna— 
patent with lastex gabardine 


lastex gabardine and patent 





WwW 


EXTRA SUPPORT and 
EXTRA SELL! HEEL CUSHIONED. ARCH BUOYED UP - STRAIN EASED HERI 


Featured in Big National Advertising gnuthy, 
Campaign for Spring and Summer STE 


@ Rhythm Step has the —_ appeal—as you can tell from just a he @, amt aot 


few of these styles! But Rhythm Step has more—extra support— 
extra ease for customers’ feet—with no extra weight! You get an 


exclusive selling feature in Rhythm Steps that you get in no other 7 
shoe—weightless RHYTHM TREADS! The feature that has made 3 75 $ 7 5 
these smart style-leading shoes America’s fastest-growing specialty — to _ 
shoe for women! Get facts—about big new national and retail 

selling plans for the coming season now! Retail 


Slightly Higher, 
Hlylhn Maefe Noes og 


Made by JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo. 


Makers of Fashion Plate Shoes—Recognized Style Leaders for Over 20 Years 
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W HO walks the most? We award 
the medal to the postman and take 
it away from the policeman. The 
old saying: “All policemen have 
big feet” may still be true but New 
York City’s police commissioner 
says that within the last two years 
some 2000 cops “ride the rounds” 
rather than “walk the beat.” So if 
foot-wear tests are to be made, put 
the shoes on the letter-carriers. 
Which brings us up to the point 
of emphasizing the news that John 
F. Stahl of San Francisco, a retired 
postman and 57 years old, is walk- 
ing all the way from Panama to the 
United States. He is enroute now 





and carries no baggage except a 
diary. When he reached Nicaragua, 
after 700 miles over jungles and 
mountains, he was greeted by 
President Anastasio Somoza. He is 
walking the Inter-American High- 
way and averages ten miles a day. 
He told President Somoza: “Texas, 
or bust! I’ve been treated in grand 
fashion by one and all.” 


FEBRUARY 24, 1940 


HAND) E 


So when he comes through your 
town, hotfoot or no, find out what 
shoes he’s wearing and let us know. 


4 
goes 


WE were in Stiller’s and Leiser’s 
stores in Berlin, Germany, a short 
time after the last war was over 
and noted how proud people were, 
being able to buy a pair of shoes 
freely and regularly, after having 
spent bitter years in doing without. 
No one appreciates a thing more 
than when it is prohibited or can’t 
be had. 

The present war is only a few 
months old and yet a Swedish trav- 
eler paints a sad picture of retail 
conditions in the Reich, in a wire- 
less to the New York Times. He 
pointed out: “I was surprised to 
see elegant and costly-looking win- 
dow displays but was told that the 
goods must not be sold; that they 
were only props. Haberdashery 
such as ties and shirts and socks 
could, for instance, only he ob- 
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tained against payment in old gold 
or old silver. In Wertheim’s, the 
big department store, there was a 
great penury of goods; and two 
well-known shoe firms—Stiller and 
Leiser—were more or less empty 
because the people find difficulty in 
obtaining shoe cards. A person 
possessing two pairs of shoes 
doesn’t get a card.” 


. . . 


ANTHONY H. GEUTING of Geut- 
ing’s, Philadelphia, says: 

“There is a tendency in these 
days among the consumers to want 
to know all about things. They are 





GEO. Q. QUACK, ° 
EAKPERT ON 1 
evervTHING |! / 











very critical and often come to 
wrong conclusions due to the fact 
that a little knowledge is a danger- 
ous thing. 

“My observation in this matter is 
that the Consumers League should 
make a great effort to know the 
character of the man behind the 
gun, for how can you explain a 
piece of merchandise, which takes 
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a life-time to know, so that it is 
thoroughly understood? 

“You don’t go to a doctor on this 
basis. You go to a man in whom 
you believe, in whom you have con- 
fidence and whose record is known 
in the various specialties pertain- 
ing to the pathological conditions 
of the human system. 

“If this same thing were done in 
business they would get more 
knowledge, a better understanding 
and more for their money than by 
trying to know everything about 
every business that exists.” 


Hi. E. WILSON, of Gimbel 
Brothers, Pittsburgh, Pa., says: 
“When a customer has left the 
state or has skipped and we have lo- 
cated them in another state, instead 
of sending a number of strong let- 
ters, we write them how sorry we 
are to lose such a good customer 
and we appeal to their honesty. This 
method brings good results. We do 








not place these accounts out for col- 
lection until every other method 
fails, but when necessary to do so, 
we also place them with an out-of- 
town attorney or alderman and the 
accounts are then transferred to a 
separate ledger marked ‘Out of town 
accounts placed out for collection.’ 

“One important item is to never 
let the customer forget they owe this 
bill. Our method is to send bills the 
first of each month on all charged- 
off accounts regardless of their age, 
showing the name, address, the 
amount due, and the date of the last 
payment. One method that has col- 
lected many a dollar for us on our 
very bad accounts termed as ‘Un- 
collectible’ is to appeal to their 
honesty and good will. 

“Using these methods we have 
been successful in collecting more 
than 85 per cent of the net amount 
of our accounts charged off from 
one period to the next.” 
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times as many people are em- 
* M facturi 


in ng 
than was the case in 1870. 

Ba sare -oy oy An 

ems ‘buti 

= alarmi ae 
assuming ing proportions in 
this country, is basing much of its 
argument on this “high cost of Dis- 
tribution." 

—But why holler if Distribution gives 
employment to hundreds of thou- 
sands of men and women in an 
Age of Unemployment? 

—Much criticism is directed towards 
the Machine because, many say, 


it creates Unem x 
tribution if it creates Employment? 
—We're all better off if we pay five 
dollars for shoes and create em- 
ployment in the distribution of 
shoes, than if we paid four dollars 
for shoes and cut out the costs of 
distribution. 
ment in the distribution of shoes, 
than if we paid four dollars for 
shoes and cut out the costs of dis- 
tribution. 
—Because if you are out of a job it 
affects me both directly and indi- 


rently. 
Sth i’ 


President 








A LARGE number of entries from 
retail store salesmen in the con- 
test “Why I Like to Sell Kid- 
skin Shoes” has been received by 
Clare Nelson of the Kidskin Group. 
Almost every man entering the con- 
test has given personal experiences 
of his own to indicate that a large 
percentage of women actually do 
admire kidskin, even though it isn’t 
always possible to satisfy such a 
customer with the styles of kidskin 
shoes available. 

Hundreds of entries for the con- 


test have been received to date from 
almost every state, Pennsylvania 
leads, with Ohio second. It was 
also interesting to note that over 
half of the entries come from the 
middle-west and far-western states. 
About sixty per cent of them were 
received from independent shoe 
stores and the balance from chain 
stores and department stores. 

The contest closes April 15 so 
there is ample time for anyone to 
enter. There are 46 cash prizes in 
all. The first prize is $500, second 
$250, third $100, with 40 regional 
cash prizes for every section from 
New England to California. There 
are also three special prizes of $100 
to the three stores whose employees 
win any one of the three grand 
prizes. For further details on the 
contest write to C. E. Nelson, 400 
Madison Avenue, New York City. 


NOW that weather information 
can be had over the telephone by 
dialing WEather 6-1212, it is the 
most natural thing for men in the 
rubber business to check the predic- 
tions against reasonable _possibili- 
ties. 





Our first experience with the 
Weather Bureau service was at the 
desks of John T. Crowley and W. 
T. Scott of the Lambertville Divi- 
sion of the Servus Rubber Com- 
pany, Broadway, New York City. 
We picked up the phone and list- 
ened to the weather report which 
predicted a snowstorm for Friday 
and a continuance of stormy weath- 
er for Saturday, February 9 and 
10. These experienced rubber men, 
however, have been fooled before 
by weather reports, so they didn’t 
make plans for a week-end bulge 
of business. But the storm came 
five days later and it was something 
to talk about—because it descended 
on the City of New York and en- 
virons with a fury, catching the 
public away from their home ward- 
robes of galoshes and rubbers. 

Shoe stores were doing a rushing 
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business and the slushy day follow- 
ing accented the sale and service 
of rubber footwear. Some of the 
hurry-up calls for supplies were ac- 
companied by messengers from the 
stores who piled the rubbers into 
taxicabs to get them to the fitting 
stool in a rush. 
* * 


IDAN HANEY, veteran head of 
Haney’s Shoe Store in Lincoln, 
Nebraska, says: 

“It seems to me that a good many 
shoe men make a decided mistake 
in changing lines as often as they 
do. We've kept the same lines for 
the last ten years and I know the 
policy has paid dividends. 

“We feel that when a shoe man 
has become known as an outlet for 
a certain brand of shoes, he’s bound 
to lose business when he changes to 
some other brand. To build up that 
brand, he has undoubtedly recom- 
mended it highly to customers. 
When he suddenly drops it for 
something else these customers are 
likely to lose a certain amount of 
confidence in his recommendations. 
Then people who have been par- 
ticularly satisfied with those shoes 
are likely to drift elsewhere in 
search of the same merchandise. It 
takes time to build up any one 
brand in a particular outlet and 
once that is accomplished a very 
definite relationship is established 
in the customer’s mind between the 
store and that particular brand of 
shoes. 

“We've shipped shoes to prac- 
tically every state in the Union and 
to various foreign countries includ- 
ing Canada and the Canal Zone. 
Lots of customers seem to have the 
confidence in us that they want to 
continue buying here even after 
they have moved away from Lin- 
coln.” 

* 7 - 
HR UBE METZ of Metz Shoes, Chi- 
cago, says: 

“There is a great need for im- 
provement in both the making and 


fitting of athletic shoes of all types. 
Many athletic shoes, particularly 
tennis shoes, are made with no 
thought for proper fit. Because so 
many of these shoes are not made 
from standard lasts or patterns or 
in a choice of many widths, the 
public is forced to buy approximate 
sizes. There is a particular need for 
narrow sizes in all types of athletic 
footwear. Because some people have 
so much trouble being correctly 
fitted, they don’t indulge in their 
favorite sport and consequently 
don’t buy. The shoe world should 
be able to capitalize on the in- 
creased use of leisure time and the 
wholesale acceptance of active 
sports by both men and women. 
Shoe men should recognize the fact 
that fitting of shoes for bowling, 
tennis, badminton, skiing, skating, 
hiking, riding and, in fact any type 
of sport that requires special foot- 
wear, is his job. 
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A. METZGER, manager of the 
men’s shoe department in the F. C. 
Nash & Co. store in Pasadena, Cal., 
says: 

“The remarkable liking on the 
part of the men for these new play 
types of shoes has completely 
changed the men’s shoe business. A 
few years ago two or three casual 
shoes were plenty, now we are 
stocking some 20 kinds. Moccasins, 
that previously sold mainly during 
the holiday season, now have a 
steady sale month in and month 
out. Sport types, moccasins, in fact 
any shoes that have to do with play 
and sports wear are moving right 
along. Men have always wanted 
comfortable shoes. Now, with these 
newer kinds available, which are 
far more comfortable than ever be- 
fore and also far more colorful, 
pairage sales are picking up right 
along. Rubber soled footwear is 
selling earlier and steadier than 
previously. 





"You heard of the old lady who lived in the shoe—Well, | sold her the shoe." 























Easter pisplays 





BASTER time is the traditional day to “dress up” in 
America. Display settings for Easter should be sy™ 
polic. Windows should be done in traditional pastel col- 
ors of blue, lavender, Tose, or pale yellow, with touches 
of gold, white and pale green- 

We have chosen from the multitude of Easter sy™ 
pols (which are church, strolling, masse* of flowers. 
bunnies, ¢88* etc.) bunny rabbits and ¢g8* for chil 
dren, in 4 setting of @ grassy knoll with whimsical €x- 


orated flower cart, loaded with a lush, colorful carg° of 


For man appe®; we propose ® simple setting with 
which shadow box ecene suggesting Easter church ceremonies, 


r 
Easter is @ period when the largest possible assort- 
____s ment of merchandise should be shown. This is the time 























CHILDREN’S EASTER WINDOW 


At Left 
Color Suggestions 

Background pastel blue with white cloud. 

Flowering tree in brown and greenish gray mixture for 
story book type of children’s tree coloring. Large flow- 
ers in pink, white and yellow. Leaves in natural green. 

Grassy knoll, grass matting, natural green. Foreground 
the same. 

Small artificial Easter flowers used as indicated by sketch. 

Giant size eggs in traditional Easter color and decoration. 

Rabbits white. 


Materials and Construction 


Flat background painted or covered with fabric or 100- 
inch “no seam” paper. Cloud painted directly on back- 
ground or cut out if desired. 

Tree cut from 1l-inch insulation board, beveled and paint- 
ed to give form. Leaves cut from heavy green Kraft 
paper, appliqued as indicated. 


Flowers giant size dogwood, artificial. 




















I, Harmony with the Season, Window Displays 
Should Carry Out the “D ress-Up” Theme with The knoll may be cut from wallboard, reinforced with 


1 x 2 and ed with ing, 
an Appeal Made to Each Customer Group. See altos aap bo fad tr Gallliing o chdheten of 
Here Are Three Suggested Displays, Easy to plywood and poultry wire covered with grass matting. 
Make and Each Carrying Its Own Appeal for [ee ae knoll also covered with 
Men, Women or Children Giant size Easter eggs may be cut from wallboard and 


painted to give form or may be purchased in full round 
(made of plaster) from most display supply houses. 
; : Rabbits may be cut from wallboard and painted or pur- 
when shoppers will stop and study your displays, be- chased from a toy department. 
cause they are actively in the market for new clothes- 
they are “dressing up” for Easter. 
Let them know that you have what they need in foot- 


wear. 





by W. L. WARDRIP 





BEAUTIFUL FOOTWEAR FOR EASTER 
Suggested Colors 
Background panel with tulip design pastel 
blue. ha 


Background with window caption pastel rose 
or lavender. 


Flower cart, white decorated in light green, 
gold yellow and rose; flowers, leaves and 
vines as indicated on sketch. 

Giant artificial dogwood flowers and branch 
in natural color. 

Potted Easter lilies and tulips in flower cart 
are artificial and in natural color. Shoe 








er pots. 








| 





Materials and Construction 


























Left: White—in easily cleaned grain 
—trimmed and lined in red. Good 


right now to pick up popular red or 
white in other accessory accents and 
very charming right through the Sum- 
mer. Friedman & Shanbron. Bril- 
liant “Kelly Green” is a new vivid 


accessory note to play up for Spring 
with navy, black and gray. Fresh and 
striking for Summer. Martha Lind. 





HANDBAGS AND SHOES FOR 


Right :—Beige, tan and toast 
fit into many Spring and 
Summer costumes, especially 
the range of lovely tweeds 
on the market. In both 
shoes and bags these colors 
are selling well in alligator 
calf. The gored stép-ins are 
Styl-Eez shoes from Selby. 
Under arm bag from Charles 
Burstein. Note new grain— 
combination of lizard and 
alligator—and soft handling 
of leather which gives a new 
feminine look to this bag. . 


Now that your handbags are 
all bought through Easter, what are you going to do 
about selling them? Most important of all what is 
your salesclerk to say to your customer when she comes 
into the store a little uncertain about the correct type 
and color for her new Spring oufit? Well, there is a 
style story for you to tell her and it is a good one. 

“This is going to be a suit year.” You are probably 
tired enough already of hearing that remark at every 
style conference and reading it in every fashion column. 
But we promise you plenty of variety in suits, so don’t 
start the season with the idea that there is only one type 





of shoe or handbag to be sold for wear with suits. In 
fact this is the year, above all others, when you can sell 
several types of shoes and bags for suits, just depend- 
ing on the kind of suit your customer will be wearing. 
Casual, tailored or dressmaker—they are all in the 
picture. 

Color, too, as well as type, is especially important 
this year. Since navy, black and gray are registering 
as the most important suit colors and since the popu- 
lar shoe colors are black and navy, the other accessories 
—handbags, hats, gloves, etc.—must be used to in- 

[TURN TO PAGE 32, PLEASE] 











SPRING into SUMMER 


Every Woman Will Want Something New in Handbags to Carry Her 
Through the Next Two Months. Her Winter Costume Will Need to Be 
Freshened Up with New Shoes and Handbag. And Her Spring Ensem- 
ble Will Demand a 

Complete Change of 

Accessories 


Above:—Black patent with red 
trimming is one of the 1940 high- 
lights. Sell now for fur coats, later 
for suits and print ensembles. 
This envelope bag from Pichel 
and the wedge-heeled oxfords from 
C. & A. Lo a are perfect suit 
accessories. Both shown here by 
courtesy of Pook Bros. Navy is 
bigger than ever this Spring. In 
matching shoe and bag it will sell 
in many versions. This dainty pump 
from Walk-Over can be worn with 
a softly tailored bag with dressy 
suits and prints all through the 
Spring and Summer. 


Right:—This smart girl knows the impor- 
tance of a touch of vivid color with her 
Spring suit. She achieves it here in a 
razzle-dazzle combination of brilliant colors 
—green, purple and white beads—in the 
necklace worn outside her suit jacket. Her 
handbag will pick up the green to complete 
the ensemble. Necklace from Leo Glass. 





The 
Retail Shoe Store 


1 FOUR Saturdays before 

Easter. Make them BIG 
days! Your Friday ads must be 
crowd bringers. Today's ad 
should be big, impressive, and 
all the emphasis should be on 
style. Do not feature too many 
styles and do not crowd your 
ad. Why not advertise men's 
shoes in a separate ad? 


FOR the next three weeks 

why not send out a mailing 
folder each week featuring two 
or three of your good values. 
An 8!/ox! 1 inch card, printed on 
one side, folded once and 
sealed with a stamp makes a 
splendid mailing piece and is 
amply large to feature several 
numbers. 


™ IF your stock condition will 

permit it why not devote 
today's big ad for Saturday 
selling to just one price—your 
best seller. Such an ad will 
register effectively with more 
people than the ad that tries 
to tell too much about too many 
different price ranges and 


DID you send out a mail- 


CALENDAR 
For MARCH 


9 CHECK over your win- 

dows early today and 
make sure all of the advertised 
styles are prominently dis- 
played. Make sure too that 
there is a price ticket on every 
pair of shoes in the window. Do 
your display cards tell a selling 
story? If they do not, then you 
need new cards. 


6 ARE you checking your 

stock every week? This is 
the day to do it. And it is what 
you do with the information 
your check gives you that is im- 
portant. Have you any slow 
selling styles? Are you low on 
best selling sizes, or styles, or 
hosiery colors? Your check will 
tell you. 


9 IF you featured one price 

in yesterday's ad then you 
should give an entire window to 
a big display of this same price 
range. And play up the price 
in a big way. Use a big price 
card or poster and make it the 
central feature of the entire 
window. 


13 THE day to make that 
weekly check of stock. If 
you have any early season 
styles that do not seem to be 


put selling pressure behind 
numbers for the next few 


’ 


4 YOUR entire window dis- 
play should be ch qed 
today. In this important selling 
season it is important your win- 
dows tell a new story frequently 
so that window shoppers will al- 
ways stop and look! Your dis- 
plays should be style displays, 
of course, with plenty of strong 
selling display cards that em- 
phasize your values. 





7 HOW is your stock of ten- 

nis shoes? It will not be 
long until there will be plenty 
of calls for them. If they are 
not on order it is time to do 
something about it. Have you 
changed your interior displays 
recently? It is important that 
you keep the store interior in- 
teresting, too. 


1 TWO more weeks before 

Easter. Keep your win- 
dows hard at work selling, every 
minute of every day. Change 
your displays today and get 
your newest, smartest styles 
right up in front where the folks 
who are out shopping for new 
Easter footwear will be sure to 
see them. 


14 EASTER is just ten days 

away, but don't lose 
sight of the fact that there is a 
big selling season after Easter. 
Will your stock be in shape to 
take care of the demand? If 
you have not sufficient merchan- 
dise on order, do something 
about it now. Send those orders 
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E,aster Comes a Month Earlier This Year and There Are 
Only Four Short Weeks to Do a Real Selling Job 
Through Your Windows, Newspaper and Direct Mail 
Advertising. Make This a Good Job and Don’t Lose 
Sight of the Fact That There Is a Big Selling Season 
After Easter and Your Stock Should Be in Shape to 
Take Care of the Demand That Is Sure to Come With 
the Advent of Warmer Days and the Spring Season 


1 TODAY'S newspaper ad 

should be a big, impres- 
sive one. Feature your smart- 
est styles in women's footwear, 
and don't overlook children's 
shoes. A separate ad on hos- 
iery would be justified, too. This 
is a big hosiery selling season, 
Are all sales people pushing 
your Hosiery Club? 


90 WHEN you have com- 

pleted your weekly check 
of your stock today, and have 
compared the figures with pre- 
vious checks you will have an 
accurate picture of just how 
successful your pre-Easter sell- 
ing season has been. And you 
will know how well prepared 
you are for the after-Easter 
selling season. 


95 THE Easter season is 

over. But just ahead of 
you is another big, profitable 
season. If you have not made 
aggressive plans for it, do so 
today! Change all window and 
interior displays today and be 
sure to remove all cards that 
make any reference to the 
Easter season. 


99 YOU will need a good 
strong style ad today. 
Don't forget that there are 
plenty of people who are going 
to buy new footwear who did 
not get around to it before 
Easter. Feature a few specials 
on those items that you want to 
close out right away. 


16 SEE that every sales per- 

son is familiar with the 
styles featured in yesterday's 
ad. Remind them, too, that on 
busy days like today a little 
salesmanship will frequently 
mean an additional sale to the 
customer who comes in for a 
pair of shoes when she really 
needs two pair—or extra hose. 


91 FOR the last three sell- 

ing days before Easter 
some table displays of your 
“best sellers" in footwear and 
hosiery should pick up some 
plus sales. See that the display 
cards are “stoppers” that do a 
good selling job. Insist that 
sales people make a point of 
calling attention to these 
tables. 


96 IF you made a planned 
effort to add to your 
mailing list during the Easter 
selling season, it should include 
a lot of new names. This would 
be a very good time to give 
your list a careful going over, 
for you will be using it fre- 
quently during the next few 
months. 


30 PUT all vow “specials” 
in the windows today, 
and make sure too that there 
is an attention-getting display 
of the style footwear that was 
featured in yesterday's ad. 
Have sales people suggest your 
best hosiery seller to all cus- 
tomers and keep a record of 
the extra sales that result. 


1 FOR this last week be- 

fore Easter you should 
have the best selling windows 
that you have had at any time 
this Spring. Make those new 
displays the first order of busi- 
ness today—and really outdo 
yourself! Give all your lines a 
good showing, particularly 
women's footwear and hosiery. 


99 TODAY you need an ad 

that really sells! Use 
plenty of space, but do not try 
to crowd too much in the space. 
You will get better results with 
fewer items powerfully pre- 
sented than with an ad that 
tries to list everything that you 
have in stock. Put the spirit and 
atmosphere of the Easter fes- 
tival in this ad. 


9 7 MAKE your weekly check 

of stocks today. Make 
up a list of all the slow sellers 
and odd lots. You can use them 
for specials and window leaders 
and clear them out during the 
next few weeks. Better check 
over your fixture room, too, to 
see if any need repair or re- 
placement. 
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1 SEND out another mail- 

ing card today featuring 
your very best two or three 
values in women's style foot- 
wear. Do you guarantee return 
postage on all undeliverable 
pieces when you make a mail- 
ing? It is the best way to keep 
your mailing list accurate and 
up-to-date. Try it. 


9 3 YOUR window for today 

should do just as effec- 
tive a selling job as yesterday's 
newspaper ad. If you do not 
think they are good enough, 
liven them up for the day, with 
new display cards. Have you 
plenty of selling help for what 
will undoubtedly be a busy 
day? 


28 THIS would be a good 
day to make your plans 
for April, for the week-end days 
are apt to be busy ones. Build 
a complete window schedule for 
the month, and an advertising 
schedule, too. Are you plan- 
ning any special events? What 
did you do last April? 











NATIONAL 


NATIONAL FOOT HEALTH WEEK is a fine new 
customer maker for the store that backs up its build-up. 

Shoes, service, showing, saying, selling add up to suc- 
cess when window displays and in-store showings unite 
to tell the public about them in an interesting, informa- 
tive way. 

Newspaper and other publicity, cooperative or by the 
individual store, arouse the interest so that window 
lookers are doubly receptive. Good display has an ex- 
tra-good chance to bring the prospect into the store. 
The two combined, plus well-planned in-store displays 
combining atmosphere and information, make it much 
easier for the salesman at the fitting stool to do his part. 

But you can’t expect salesmen to back YOU up unless 
you back THEM up. 

To be successful, salesmen must be both competent 
and enthusiastic. Some may lack experience, but none 








Official National Foot 

Health Week poster in 

apple green and black. 

essing action as it 

does, the poster provides 

the basis for sales-build- 
ing displays. 


FOOT HEALTH WEEK 


need lack enthusiasm. Even if he cannot do any actual 
examining ani fitting himself, he can say: “Mrs. Jones, 
I want Mr. Blank to check up with me. He’s had 20 
years’ experience, and you know what that means. I 
know you'll appreciate the benefit of such counsel.” 
When the store is filled with Foot Health Week atmos- 
phere—decorations and fact-revealing merchandise dis- 
plays—the customer instinctively responds. But if, after 
the event gets a big outside build-up, the interested cus- 
tomer steps into a store where this atmosphere is lack- 
ing, the interest that time, money and effort have built 
up is suddenly deflated. 


PEP meetings are fine to build up your salespeople’s 
enthusiasm, but they need store atmosphere to keep 
them enthusiastic. Combine colorful decorations with 
displays that dramatize the “buying points” of your 














Introducing the Official National 
Foot Health Week Poster—to 
Make Window and In-Store Dis- 
Plays More Attractive and 
Attention-Getting. Successful 
Outside Display Backed Up by 
Compelling In-Store Features 
and Enthusiasm Can Make Foot 
Health Week a Profitable Pro- 
motion 


by BR. E. ANDRUSS 


in WINDOWS and STORE 


shoes, points that will help salespeople and interest cus- 
tomers. 

Show how changing lasts keep pace with changing feet 
in childhood. Used an old shoe to show, with sketches 
of the feet, what happens when shoes are outgrown but 
still worn. Point out how the roomy toe, snug fitting 
arch and heel, straight inner line of the sole and broad 
heel base assure posture correctness and foot health. 
Outline, and illustrate your “fitting formula” that checks 
foot length and width, foot faults and posture before 
try-on, with a supervisor’s check-up after the selected 
shoes are on the feet. Be sure a careful card record is 
kept. 

Boys want shoes that will help them to grow up strong 
and vigorous, with the healthy feet and strong legs so 
essenial to enjoyment of sports. Girls will be interested 
in shoes that help them to have good posture and a 
graceful figure, along with vim and vitality to enjoy life 
more. Don’t talk “ills” to youth—they run away from 
that thought. Tell youth about the bright things—the 
pleasures—ahead through health. 


IN women’s shoes emphasize the STYLE ANGLE, 
plus the health and posture benefits attained through the 
special features of your shoes. Women will like the 
COMFORT of your shoes if the STYLES are good. Wit- 
ness the increased business that is being done on “or- 
thopedic” shoes since they have been styled up. Men 
like to be told and shown HOW—what the construction 
is and what it is designed to accomplish. Have you case 
histories that can be used to dramatize how you have 
helped others through careful fitting of proper shoes? 
All of these demonstrations, well done and backed by 


stocks that permit size service, are convincing. They 
answer the “show me” attitude that we all feel when we 
have not ye “found out for ourselves” what a store can 
do. Especially true of new customers, who otherwise 
must take your word for what you can do for them. It 
is because these displays in the store serve the double 
purpose of building both interest and confidence in the 
customer, and keeping up enthusiasm among salespeo- 
ple, that this “in-store” part of the program is stressed 
so strongly. It helps to build both prestige and profits. 


MIAKE your windows real “traffic stoppers.” Take the 
trouble to do something that will make people stop and 
look, then come in or leave with a thought they'll re- 
member. Three or four years ago Condon’s, of Charles- 
ton, S. C., used a Recorder idea very successfully. A 
knee-high opening, several feet long, in a horizontal 
panel, revealed a model who wore various types of fea- 
ture shoes as she walked across the narrow stage; across 
the panel over the opening was the caption “Join the 
Foot Health Parade.” 

Displays that show construction features and what 
they will do for the feet are good, but they should be 
designed to command the attention of those likely to 
buy, as well as the curiosity hunters. 

Many good ideas can be put over simply at small cost. 
One thought is to dramatize the theme of Foot Health 
Week on a panel background, before which shoes are 
shown, each accompanied by an explanatory card. Al- 
ways try to use an idea that ties up with your advertis- 
ing. When the sight of the actual shoe seconds the fa- 
vorable impression left by the advertising, it is quite 
likely the person will walk into your store to buy shoes. 
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OUTLOOK 


Revitalizing the Family Shoe Store Principle 


THE family shoe store principle still lives. Not so 
many years ago the cry for specialization reached such 
a high note that many shoe stores were limiting their 
stocks and styles to the special needs of a very small 
group of customers. The best example is the operation 
of a fast-fashion shoe store which specialized in high 
fashions at low prices and appealed, in the main, to 
young women who bought high-heeled novelty shoes 
for the eye rather than the foot. 

Certainly this merchandise was glamorous, exciting 
and romantic and for a number of years fast operation, 
fast turn-over and big money marked the rise and de- 
velopment of such specialization. But time moves on in 
its slow, cyclical way and we see evidences of a return 
of the family shoe store principle by these tokens: 

The stores that catered to this fast-fashion had their 
harvest for a time; but when good style came into all 
stores, their limited and specialized service to a small 
segment of the American public showed a decline in 
gross sales, increase in expenses and a vanishing profit. 
One of the famous merchants of that time bragged of 
a fourteen time turn-over but blew up with a loud bang 
because he didn’t carry an adequate run of sizes and 
had no means of disposing of his wild styles and end 
and broken sizes. What he didn’t learn, until it was 
too late, was that his string of customers was too short. 
It was only that strata of feminine society between the 
ages of 15 and 25, who were style-mad and clothes-glad 
and bought anew every three weeks. 

It is true that there are still a lot of businesses that 
are selling shoes to this short string of customers, repre- 
sented by about 4 per cent of the population; but these 
stores are in hearts of cities and none too happy over 
the changing picture. 

But if you have eyes to see, you can sense the fact 
that you’ve got to sell more customers than the fast- 
fashion few. And you can see evidences of it in the 
fact that some of the very limited and specializing stores 
have started to broaden out. They have added low- 
heeled shoes and saddle oxfords; and to gather in more 
customers, growing girls’ shoes. On the other end, they 
have tried to incorporate orthopedic features to cap- 
ture the customers in the higher age brackets. Before 
they go very much further they will be half of the 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


family shoe store, at least, and give a complete service 
to women. 

On the other hand, some of the men’s stores that have 
played the young man for smart styles and colors, have 
added boys’ lines in different price brackets, added work 
shoes and gone very conservative in some of the more 
orthopedic-like shoes. They too have gone half down 
the line of the family shoe store principle, that was 
thought to have died in its theory of complete coverage 
of human use. 

Well, it won’t be long before some of the stores that 
were once highly specialized will be spread all over 
the lot in consumer service. They will have practically 
all of the problems and few of the patiences that existed 
in straight family shoe store operation. Because, when 
you carry more shoes for more people, you get less and 
less turn-over and in the last analysis, it’s turn-over 
that makes capital make more money more efficiently. 

It has been somewhat of a justification of Boot anp 
SHoe Recorper policy over the years, because we have 
constantly said—We, as a national publication, cover 
the full thirty-six inches of shoe service. We are inter- 
ested in footwear for all of the people, all of the time 
and that means the little string of customers that buys 
cacks and first steps and all the way up the interesting 
line to “old ladies’ running shoes” which, by the way, 
is a term of sweet derision because they are for the 
soft comforts of elderly years. 

The new awakening. of interest in the family shoe 
store, or at least in lengthening out the line to provide 
more traffic in stores, is receiving quite an added im- 
petus at the moment because some catastrophe has evi- 
dently hit the high-fashion, low-price store and the 
young “fry” are changing their song of the shoes. (But 
that’s another story, for a future issue.) 

The interesting thing to note by these significant 
changes in retailing is whether we are heading into the 
possibilities of factory organizations diversifying their 
“making” and some day eventually being like the fac- 
tories of England and Europe—family shoemakers all. 
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I you're in the men’s shoe business, the an- 
swer is “Yes” — for it’s pretty hard to miss those 
familiar red-and-blue ads that appear regularly 
in Life Magazine and The Saturday Evening Post. 

It’s nice when people say that Roblee magazine 
advertising is the freshest note on men’s shoes of 
the past two years. 

It's nicer when men come into Roblee stores 
and say, “Let me see the Roblees in this week’s 
magazines!” 

That's what they're doing! 

Dealer after dealer reports that men come in and 
ask for the shoes they saw in their current Saturday 
Evening Post or Life. Or that men call up to find 
out if they carry the Roblee shoes they saw adver- 
tised. 

Why, with the concentrated circulation of these 
magazines among men in any city, this advertising 
gives the retailer practically local advertising in full 
color IF he displays the red-and-blue Roblee store 
signs that tie up his store with the ads! 

If you want to know more about the availability 
of a Roblee franchise write 


UNITED MEN'S DIVISION 


Srcown Shoe Gompany —— 


Manufacturers, St. Louis 
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Officers elected at the sec- 
ond annual Mid-Continent 
Shoe Show, are, left to 
right, front row:—E. J. 
Eichhorn, Oklahoma City, 
-- secretary; M. N. McGinley, 
Oklahoma City, re-elected 
president; Frank Phillips, 
Oklahoma City, vice-presi- 
dent. Back row, left to 
right:—Ray Bartholomew, 
Tulsa, assistant-secretary, 
J. S. Trimble, Muskogee, 
chairman of the board, and 
B. R. Boyle, Red Oak, 
Iowa, chosen as chairman 
for the 1941 show. 


Suceessful Shoe Show Held at Tulsa 


TULSA, OKLA.—The second annual Mid-Continent 
Shoe Show, held at the Mayo Hotel in Tulsa, Oklahoma, 
February 11 to 13, proved highly successful, both in at- 
tendance and volume of sales. 

The show opened Sunday, February 11, with crowds 
of buyers from a five state area teaming through the five 
floors of displays. According to W. L. Hutchinson, show 
manager, the sales of this year’s show exceeded those of 
last year by 30 per cent, and totalled a conservatively 
estimated $220,000 in the three-day period. 

Between time, displayers took time out for a banquet 
Sunday night in the Crystal Ballroom of the hotel. The 
address of the evening was given by Victor Barnett, 
president of the Tulsa Chamber of Commerce. Climax 
of the social events was a dance Monday evening. 

While the majority of the show attendance was drawn 
from Missouri, Kansas, Oklahoma, and Arkansas, some 
of them registered from Nebraska, Colorado, and 
Louisiana. In the opinion of shoe men here, the two 
shows have proved beyond question that there is a place 
and a need for a shoe show for this area. Both buyers 
and displayers approved the institution which has now 
become a permanent organization. 

While buying exceeded expectations in all lines, the 
heaviest demand was in the sport and novelty section 
of women’s shoes. From the outset, saddle oxfords, 
platform soled and wedge heeled play shoes received the 
heaviest orders. One company stopped taking orders 


Buyers from Five States Attend Mid-Continent 
Gathering at Mayo Hotel with Sales of Shoes 
Estimated at $220,000 for Three-Day Period 


for a wedged heeled play shoe before the end of the 
second day because they were unable to fill more orders. 

For women’s street wear, the greatest preference was 
for patent leathers and for reptile trimmed shoes. The 
strongest emphasis was on low heels. One salesman 
called it a “low heel epidemic.” At the other extreme, 
spike heels received heavy orders. 

While the accent has been on grey for Spring wear, 
grey shoes were definitely slow. In the color section, 
beige and dark blue were in the lead. And a number 
of orders were also placed for white and white trims 
for the after-Easter trade. 

With a record of two successful shows back of it, the 
Mid-Continent Shoe Show formed a permanent organi- 
zation and re-elected M. N. McGinley, Oklahoma City, 
president. Other officers of the association are Frank 
Phillips of Oklahoma City, vice-president; E. J. Eich- 
horn of Oklahoma City, secretary; Ray Bartholomew 
of Tulsa, assistant secretary; and J. S. Trimble of 

[TURN TO PAGE 39, PLEASE] 
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“Confidential Announcement to our 
Customers” reads a leaflet sent out 
by Weber and Heilbroner, New York 
men’s store. It announces the opening 
“day of “Private Sales,” stating that 
the prices given will not be advertised 
to the general public until much later. 
As the Grey Advertising Agency says, 
“a note of exclusiveness is always 
a good advertising idea. That’s why 
successful users of direct mail fre- 
quently number return cards, it makes 
addressee feel he is one of select num- 
ber to whom offer is open. Nobody 
likes to feel he is just an ordinary 
individual.” 

a 
Size Chart 

Probably you have all seen the size 
chart used by retailers to advertise 
the size range of the shoes they have 
on sale. The one drawback of the 
usual chart is that it usually shows 
sizes in stock but does not signify 
whether the number is one or a 
hundred. 


4 5 6 7 


x 


x x 





X = your size well represented 
® extra large assortment tn your size. 


Here is a slight variation on the 
useful size chart as used by Harzfeld’s 
department store in Kansas City, Mis- 
souri. This chart not only shows sizes 
included in the sale, but also sizes in 
which the store has a particularly 
complete accertment. | 

- 


“[¢’s a new season .... @ dress-up 
season, and the new dressy clothes 
call for special shoes.” 

(Maling Brothers, Chicago) 


The Price Is Still There 


Prices are useful in a shoe window. 
But often those little white cards 
alongside the shoes have little in com- 
mon with the design motif of a beauti- 
ful Spring shoe display and will spoil 
the beauty of a window. 

In a recent display of their Stet- 
sonettes, the Stetson Shoe Shop, Fifth 
Avenue, New York, made the price 
an integral part of the background of 
the window scene. 

The back wall of the window was 
covered with 6.95’s. The figures were 
cut out and fastened to the wall in 
seemingly helter skelter fashion. The 
letters were each a different bright 
Spring color. ; 

Here is an example where the price 
was made a part of the design and 
adds to rather than detracts from the 
beauty of the design. 


oa 2 
The Customer Is Right! 


As soon as a salesman at the 
Barker Bros. Store in Lincoln, Neb- 
raska, sees that he cannot satisfy a 
customer, he turns her over to some 
other member of the staff. This “turn- 
over” system has contributed censid- 
erably in creating an unusually high 
ration of sales to customers for the 
store. 

Usually, the “turnover” is made to 
the manager or assistant. Always, 
however, the introduction is made to 
“the manager.” “This is Mr. So-and- 
So, our manager. Perhaps he could 
suggest something that you will like 
better than anything I have shown 
you.” If the manager sees that he is 
unable to please a customer he is 
waiting on, he calls his assistant, intro- 
ducing him as the manager. 

Generally an experienced salesman 
can determine in the first few minutes 
of conversation whether or not he is 
going to be able to satisfy a customer. 
If she seems fault finding, or is hard 





to please, he turns her over to some- 
one else before she has had a chance 
to become dissatisfied or to decide 
that the store doesn’t have the shoe 
she wants. 

The whole system is based on the 
theory that certain personalities com- 
pliment each other while others clash. 
Sometimes a customer will, for no 
obvious reason, take an immediate dis- 
like to a certain salesman. When that 
happens, there is little he can do to 
satisfy her. But if another salesman 
is brought into the picture, he may 
please, she may buy, and frequently 
is developed into a regular customer. 

es yr 


London Display 


We've talked about a hundred and 
one display ideas in this department 
so why not facetiously ask, “How 
would you do business if a blackout 
came to America?” Here is an ex- 
ample of a London Shoe Store as 
gleaned from the Jan. 25, 1940, issue 
of our English contemporary “The 
Shoe and Leather Record.” 





The Recorder suggests that you may 
have to black out all the light from 
your windows, but that is no reason 
why you cannot substitute a mural 
design in place of a display of shoes. 
And you will notice that on the glass 
over the doorway of Pedester & Son 
they have painted a sign indicative 
of the trade carried on in the shop. 


“Unfolding the NEWS for Spring” 
(Hess, Baltimore) 
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BEST IDEA OF THE WEEK 
SPRING BOUQUET 
(J & J Slater Shoe Store, 415 Fifth Avenue, New York City) 


O. P. Ideator—“It’s a bad day underfoot in New 
York and your Spring window display certainly adds 
a touch of cheeriness to the eye of window shoppers.” 


Mr. Stanley Fort—“Yes, that’s our first touch of 
Spring. We put that display in our window in Febru- 
ary to announce the showing of our first shoes for 
Spring.” 

O. P. Ideator—“I like your ‘surrealistic’ use of leg 
forms for flower vases. As window display man for 
the J & J Slater stores, where did you get that idea?” 


Mr. Fort—“Well, I suggested a flowery background 
that would be bright and gay and attract attention, 
and yet not detract from the primary use of a window 
which is to sell shoes. I had these leg forms made up 
special without openings in the feet so that they would 
hold water. I also had them cut off just below the 
knee so that the top of the ‘leg vase’ would be level. 
You will notice that the background walls have been 
kept as simple as possible. These are interchangeable 
walls in that they can be changed and moved about 


to form a number of different background effects. 
Ability to enlarge the display area considerably is 
especially useful during sales.” 


O. P. Ideator—‘“That’s rather a unique idea you 
have of using real flowers, how long do they last?” 


Mr. Fort—“The tulips stay fresh two or three 
days and then must be changed. The greens are also 
real, but they last considerably longer. Of course the 
idea of fresh flowers may sound expensive, but we 
change our windows about every two weeks so the ‘run- 
ning expenses’ of this particular display soon end. We 
have found that in a smart section of the town windows 
have to be changed frequently to keep the public 
interested. And a display man on Fifth Avenue not 
only has to find ideas, but he also has the problem 
of keeping the number of shoes in his display few 
enough to satisfy his tastes and many enough to keep 
the merchandise men happy. But if you change the 
windows frequently, you can assure variety of settings 
and variety of shoe models on display.” 











Safety Toe 


The Thom McAn stores have an 
interesting way to promote their 
safety shoes. In the center of the win- 
dow they place two shoes—one ready 
to wear and the other with the leather 
toe cut back to reveal the steel box 
toe underneath. A rectangular box 
display is hung overhead with an 
electric light inside. On the outside 
is a photograph of one of their safety 
shoes showing that to all outward 
appearance it is the same as any 
street shoe. When the light flashes 
on (6 sec. on and 2 sec. off) it shines 
through a transparency revealing the 
safety toe protector underneath. 


Sizes and Widths 


Many a store has built up its busi- 
ness, not by adding more styles, but 
by more sizes and widths in fewer 
styles. 

In an interesting and explanatory 
window display the Coward Shoe 
Store, Fulton Street, Brooklyn, New 
York, tells the public that is carries 
one shoe in 178 different sizes and 
widths. 

A reproduction of a wall of shoe 
boxes has been constructed in the 
window. The wall is 6 feet high and 
8 feet wide and the shoe boxes are 
numbered to correspond with the 178 
sizes and widths. To make the display 
more explanatory half a dozen shoes 
in different sizes are arranged around 
the window—some in average sizes, 
some in extremes—and a ribbon leads 


from each to its proper box in the 
wall, each box being marked with 
its proper size and width in large 
figures. A sign in the window reads: 

“Only a handful of women in all 
New York may wear a size 3C... 
11 AAAAAA ... or a 9% EEE. 
But Coward has these sizes . . . and 
every intermediate size and width . . . 
all with the famous arch-supporting 
features exclusive in Coward Shoes.” 


* * 


Easter comes early this year — 
March 24. Here are a few ad phrases 
that may help to start the ball rolling: 

“Fashion magic for Spring” 

“Happy Landings for Spring” 

“If you want to be first” 

“A light step into Spring” 


“It’s ‘sulphur-and-molasses time’ — 
need a change?” 

“Tasteful tailoring for Spring” 

“Spring styles are on show” 

“It’s a hit” 

“A new wedge heel steps into the 
Spring picture” 

“Sparkling with Spring 
phere” 

“This patented shoe is standard 
equipment” 

“To complete your sunshine fash- 
ions” 

“Easy step to Spring styles” 

“Never a dull moment this Spring” 

“For an outdoor Spring” 

“The hounds of Spring are on 
Winter’s traces” 

“Spring is sprouting forth” 

“March into Spring” 


atmos- 


Fresh tulips, leg vases, bird cages and smart styles announce Slater's 
Spring opening. 














[28] 








AT 


STYLES were the main topic of 
discussion at the mid-Winter meeting 
of the New York State Shoe Retailers 
Association at Syracuse on Monday 
of this week. A demand for legisla- 
tive action to prevent industrial 
plants from selling shoes to employees 
“at cost and less than cost” was also 
voiced at the session, which was one 
of the best Winter meetings ever held. 
It attracted directors from all parts 
of the state to the Hotel Syracuse, in 
spite of a return engagement of a 
blizzard. 

Henry Ehrenpreis, buyer of shoes 
for Flah & Company, Syracuse de- 
partment store—recognized as a style 
authority—was leader of the forum, 
beginning with figures giving the 
preferences of women shoe buyers 
for the past year. 

He said that in their own store 
every style of shoe was sold last year, 
plenty of open back shoes among 
them, but the trouble had been that 
some stores bought all open backs, 
or nearly all, and the same was true 
in tan colors. The fact that many had 
open back shoes of last season still 
on their shelves should be a warning, 
he said, against going to extremes 
this year and showed the necessity 
for striking a balance, adding: 

“Since we took a licking in the 
matter of open shoes, let us not go 
totally wedge conscious. Wedges have 
a place, but I believe they belong to 
playtime or playlands. I do not mean 
they belong entirely on beaches, for 
women are more sport conscious than 
they ever were before, and they will 
be worn in the street in Summer. 

“But in Spring I am not taking a 
nose dive in wedges. I bought in 
moderation for Spring, but they be- 
long in the Summer picture.” 

The speaker said they had a refer- 
endum of 100 style-conscious girls in 
their store, and only two were in 
favor of wedges for the Spring. He 
said the extreme changes in styles 
which had come, first in open backs, 
seemed to indicate that some manu- 
facturers had realized that they had 
gotten into a rut during the depres- 
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STYLE DISCUSSION CHIEF FEATURE 
SYRACUSE MEETING 









Directors of New York State Shoe Retailers 


Gather for Midwinter Conference—Demand for 


Legislative Action to Prevent Sale of Shoes to 


Employees at Cost or Less by Industrial Plants 


by CLARENCE A. LITTLE 





ERNEST R. PARK 


President, New York State 
Shoe Retailers Association 


sion, and so had made extreme 
changes in the style picture—a sud- 
den awakening. 

“Many persons think wedges are 
marvelous,” said Mr. Ehrenpreis, 
and their possibilities for Summer 
could not be underestimated; they 
may run to from 35 to 40 per cent of 
sales in Summer. He said that when 
contrasting colors are brought into 
the picture, with the wedges brown or 
blue and the rest of the shoes white, 
they will be more appealing. 

Mary women who never before 
thought of wearing sports clothes will 





wear them next Summer, Mr. Ehren- 
preis declared. 

“I agree that wedges will be more 
important for Summer than for 
Spring,” declared Frank Stapleton. 
“Those who do not put in any wedges 
will be making a mistake. I do not 
think that any store which attempts 
to do a style business can do without 
them for Spring. 

“Their importance is indicated by 
the number worn in New York City. 
Anyone who has been South this sea- 
son can tell you of the fact that a 
great number of them are being 
worn.” 

He said that anyone who expects 
to sell wedges in Summer—and all 
style stores will—should try them for 
Spring, not in large numbers, but 
with a representation. Women want 
colors and stores must have some of 
them, he added. 

Mr. Ehrenpreis then said that 99 
per cent of Southern resort footwear 
of women are wedges. 

, Taking up the subject of color he 
said it is his belief that blue and 
black will constitute from 85 to 90 
per cent of colors for Spring unless 
brown, for which there is a growing 
tendency, comes in. Black will recede 
as the season advances and blue and 
brown will replace it gradually this 
Spring. 

Mr. Stapleton said the Spring 
stock in his store is 70 per cent black, 
20 per cent blue and 5 per cent othe: 
colors. 


[TURN TO PAGE 45, PLEASE | 
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LITTLEWAY and UCO 
LOCKSTITCH Shoes 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Pamps® with their rodicolly new, low vung toler Ramos 
with off the beauttu! drovghtumansinp that motes Little of 
your feet. Stor ipangied, new bongled motion in shows. 
romps so? ws down to the ground. They help wi to bi! our 
own very special American write... free, swageng. 


faith .n them is s0 wre and 10 steady, we do them on a 
mony fabrics an the Hag hos weer 9 as many colors OF 
the tag hen vars. Macy's Shoe Contre, Filth Floor 

he oh 





Following up their earlier prediction 

of growing interest in wedges, Macy's 

classified this style in a recent ad as 
“the great American shoe.” 








SPRING shoe ads and interesting 
announcements of new styles begin 
to make their appearance in news- 
papers in current advertising the 
country over as the season advances. 
Here are a few specimens clipped 
from New York newspapers which 
serve to indicate some of the trends 
in current copy and some of the types 
of shoes that are being specially fea- 
tured right now. 

Dramatizing the “Ramp,” their 
name for the wedge shoe, Macy’s pre- 
sents three patterns for street wear. 
Reading from top to bottom, they are 
a pump in suede and patent leather, 
the patent leather being introduced in 
two layers of the heel; a “Garter 
ramp” in patent leather and elasti- 
cized yarn; a cross strap “Ramp” in 
suede. Using Lincoln’s birthday as 


Three Newspaper A 
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CURRENT SHOE STYLES 
As Shown in the Ads 














That Tell an 


Interesting Story for Spring—Wedges, Resort 


the theme, the copy presents them as 
a “star spangled, new fangled notion 
in shoes.” It goes on to say that 
“they help us to hit our own very 
special American stride . . . free 
swinging, ecstatically alive. . . . Be- 
cause your faith in them is so sure 
and so steady, we do them in as many 
fabrics as the flag has stripes, in as 
many colors as the flag has stars.” 
Having special customer appeal is 
the description which heads the block 
of copy—“Ramps with their radical- 
ly new, low slung soles. Ramps with 
their beautiful draughtsmanship that 
makes little of your feet.” 
“Chameleon Beige is an artful 
blend,” says I. Miller. “In soft suede, 
it harmonizes with the whole gamut 





Beige 














L Miller's 
Cham leon Be 

iS an atfal tea 
In soft suede, it hermonizes with, 

the whele qomut of new beiges 
sheen at the Pais openings. Try 
it 2 var ny Color at all... and 
See what striking effects tis new’ 
neatral affords for Spring ! 


|. Miller 


(29 Fifth Avenve - 450 Fifth Avenve 
49 West 34th Street. | 552 Broodwoy 


87s 


_ Serenade . .. | Miller's spring hostery 
shode in tune with Chometeon Beige 


e * 











I. Miller praises Chameleon Beige, 
that coordinates wi 





Successes and a High Style Color Coordination 



















BERGDORF 
G@DMAN 


STH AVENUE AT SETH STREET 











© . 


Shoes that “hit the bell” in southern 
resorts are featured by Bergdorf- 
Goodman in a recent promotion. 


of new beiges shown at the Paris 
openings.” The copy continues, “try 
it against any color-at all . . . and see 
what striking effects this new neutral 
affords for Spring!” With beige defi- 
nitely in the ready-to-wear picture 
for Spring, beige shoes have been 
under discussion for several months. 
Beige in alligator and grains has been 
generally accepted. In this promo- 
tion I. Miller gives its stamp of ap- 
proval to dressy suede in a beige 
styled to wear with Spring costumes 
in beige and other important Spring 
colors.” 

Featuring Southern resort  suc- 
[TURN TO PAGE 45, PLEASE | 
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ie 
IT'S A SUN-TOG SUMMER! 
* Styled "way above their price class, the new 
aan 1940 Sun-Tog models have “what it takes” 
to pull in customers, boost up sales. Smart 
dines... fashion-right colors . . . long wear 
-...trim fit... and a retail price under $2.00! 
GOODRICH FOOTWEAR, WATERTOWN, MASS. 


+ 


1 PLUS PROFITS FOR YOU! 


< 
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Announce 3 New Models 


The illustrations above show new styles in Fairy SHOE Forms that are 
meeting the need for a new note in Spring shoe displays. Complete de- 
tailed catalog sheets are now available on these models and they will be 


sent to any retailer or display manager on request. 


NEW LOW-CUT MODEL 
A pleasing variation from the standard Fairy SHOE Forms in AnkleHi 


and Twinkle-Toe models. Made in size 4 only, with open top. Low, 
medium or high heels. Prices $1.00 and $1.75 per pair. 


NEW LAP-BACK MODEL 


This is the same as the regular AnkleHi Fairy SHOE Form model 
except for a lapped back seam which is visible only on the “wrong” 
side of the shoe. It is made in all regular AnkleHi, Tu-Toe and 
Twinkle-Toe sizes. Priced at 25c. less per pair than regular models. 


NEW SEAMLESS MODEL—Not Shown 


A DeLuxe edition of the popular Fairy Tu-Toe Form, molded without 
back or bottom seams. Made only in Tu-Toe, size 4, high heel. Priced 
at regular Tu-Toe prices, with open or closed top. 


















Mail the coupon below for new catalog 
sheet, giving detailed information on 
prices, sizes, colors, etc. 







SHOE FORM CO., INC., AUBURN, N. Y. 


+ SHOE FORM CO., INC., AUBURN, N. Y. DEPT. BS-3 


Please send us detailed catalog sheets on your 3 new 
Fairy SHOE Forms. 
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Handbags and Shoes 


[CONTINUED FROM PAGE 16] 


troduce the brighter note that Spring 
and fashion demand. Regarding Spring 
shoe colors, we'd like to add that, of 
course, other colors than blue and black, 
are being sold and will have increasing 
acceptance as the season advances. Tan, 
brown, beige first, then antiqued effects, 
cordovan, red—and red trimming—will 
undoubtedly account for more and 
more of the total business as we get 
into the real Spring season. : 

In the handbags shown here, we have 
stressed a few important trends. First, 
envelope and under the arm types are 
growing in popularity. Top handles, 
of course, still have wide acceptance. 
Not shown here, but continuing in 
favor, is the vanity case and the very 
big, pouchy bag. Novelty types, such 
as the revival of the old-fashioned 
chatelaine and reticule, add sparkle to 
the different lines. Shirring and soft 
dressmaker treatments are important 
indications of the continued “feminine” 
trends, Paris insists upon, in spite of, 
or, because of, the war. 


Three Top Colors 


As to color, black patent, navy calf 
and kidskin, and red patent, calf and 
kidskin are the three tops. Red trim- 
ming on black patent is also good and 
makes a perfect companion to the black 
and red shoe. We think it is one of 
the prettiest and smartest ideas that 
has come out of this color-cautious 
season. Red trimming on white is also 
very fresh and charming and can be 
carried right through early Spring and 
Summer. We show this combination 
here in a grain leather which is easy to 
keep clean. The trend in white o: 
beige bags, by the way, is all to grained 
surfaces which can be kept fresh look- 
ing. Alligator calf has, so far, been 
the outstanding surface for beige shoes. 
And alligator, or similar, grains are 
on the market in beige or light tan 
bags. The general acceptance of alli- 
gator (genuine or simulated) for shoes 
in tan, brown and novelty colors, such 
as red and gray, has given great im- 
portance to alligator bags. As a newer 
idea, some manufacturers are counting 
on pigskin bags for smart surface in- 
terest in casual and tailored types of 
bags. Natural or slightly darker shades 
in pigskin are very good and should tie 
in well with general fashion trends. 






Bright Green New Note 


If you are looking for something new 
and vivid, to suggest for now and later, 
don’t forget the new bright green. It 
has any number of names. You will a!! 
know what we mean when we call it 
“Kelly Green.” It has been in the 
fashion news for some weeks as the 
bright new idea for wear with blue. It 
is also a smart idea for black and gray, 
and very lovely for white later in the 
season. 
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Hide Futures Advance; 
Spot Market Steady 


Bulletin 


New York—Early this week hide fu- 
tures on the New York Commodity Ex- 
change advanced 13 to 15 points and 
10,000 hides were traded in the Chicago 
spot market at steady prices. Traders 
were the buyers. 

Advance in futures was attributed to 
dealer short covering, based in part on 
intensification of the European war. 


New York—Unexpectedly high cur- 
rent rate of shoe production featured 
an otherwise dull hide and leather mar- 
ket last week. Price changes were 
negligible. 

Based on reports from shoe manufac- 
turers, the Tanners’ Council of America 
estimated February shoe production at 
36,000,000 pairs. This compares with 
January production of approximately 
33,000,000 pairs and production in Feb- 
ruary, 1939, of 35,457,000. The first 
quarter of 1939 was itself exceptionally 
active. 

The high estimates were unexpected 
in the trade, since sales by tanners of 
leather have been reported slow, al- 
though there was an improvement in 
leather business this past week. An 
earlier Easter was thought to have 
advanced Spring shoe production. 


Futures Trading 


Hide futures on the New York Com- 
modity Exchange, which frequently 
forecast changes in spot hides and 
leather, showed little net change on 
the week. Final gains were 4 to 9 
points, short covering and some trade 
hedge lifting against resales offsetting 
losses recorded earlier in the week. 

Resale business, or sales by hide 
dealers to tanners, were not heavy, 
however, as tanners continued cautious 
buyers. Tanner lack of interest was 
based on both the poor quality of Win- 
ter hides and slow leather sales. 

Volume on the futures exchange was 
fairly heavy at 1011 contracts, or 40,- 
440,000 Ibs., but fully one-third of this 
resulted from a closing out of commit- 
ments in March contracts. 

Speculative holders of hide contracts 
showed little tendency to liquidate at 
this time—evidently in the expectation 
of higher prices. Consequently they 
moved their March position forward to 
June and September. Brokerage houses 
which provide capital for carrying 
hides in warehouses, as an investment, 
were on the other side of the switching 
operations. 

The sidewise movement of hide fu- 
ture prices reflected conditions in other 
markets. The Dow-Jones indexes of 
stock prices and of commodity futures 
were virtually unchanged for the week. 


Spot Market 


Big four packers moved barely 30,000 
hides in the Chicago market. Prices 
remained steady on most selections, but 
heavy native cowhides sold off %-cent 


yw 


Feature the shoes that women want. Feature 
the shoes that women wear. The success 
of Queen Quality Shoes lies in the “way 
they fit” as much as in their “customer- 


designed” styling. These twin selling 


features 
fashion... 
cles for the 
of your 





DELUXE GRADE 


.* fit and 
work mira- 
profit-side 
books. 


Queen Quality Shoes $6.50 to $8.50 up, including 
DeLuxe Grade... slightly higher west of Rochies 


QUEEN QUALITY SHOE COMPANY « DIVISION: INTERNATIONAL SHOE COMPANY « ST. LOUIS 





per lb. Light native cowhides, the basis 
grade, were last traded at 13% cents 
per Ib., unchanged from the previous 
week. Upper leather tanners, who use 
the lighter selections, were relatively 
better buyers than users of heavy hides. 
The slowness of Chicago sales was 
not attributed to active business in the 
resale market, which occasionally un- 
dercuts packers’ prices, but to con- 
tinued light demand for leather. 


South American Markets 


Prices on South American hides ad- 
vanced %-cent per Ib. because of the 


20 per cent advance in freight rates 
effective March 1. The rise put these 
hides further above the American mar- 
ket, but sales were heavy to Europe, 
totalling 70,000 pieces. Standard heavy 
frigorifico steerhides last traded at 
14% cents per lb., up % from the pre- 
vious week. 


Leather Markets 


After riding in the doldrums for sev- 
eral weeks, sole leather markets were 
more active, but prices at Boston tan- 
neries were reported unchanged. 
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Gor Summer It's 


WHT 


Against the Blackout 


‘oom white accessories against black or 
brown or navy blue, are a war-time accent 
note, straight from the unlighted streets of 
Europe. In America this spring, they serve to 
identify a costume as new. The white sailor 
hat, white gloves and bag, and shoes in all- 
white, white combinations, and white used in 
reverse as a trim on dark colors, are important 
versions. Standard’s three fine whites — glazed 
kid, Vode Doeskin, so important for elasticiz- 
ing, and the new, soft-grained Bali Kid, must 
be specified for this big white shoe season. 


Wurre Grazev Kip 


for afternoon and evening sandals 


Wurre Vopr Dorskin 
elasticized for all types of shoes 


Wurre Baur Km 
soft, grained, crusby, for play shoes 


Laird Schober uses white elasticized 
Vode Doeskin in reverse combina- 
tion against sleek, black giazed kid. 
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THIS WEEK IN THE SHOE TRADE 





February 24, 1940 National News 


Saturday, 





Plan for Boston Shoe Fair 


N.E.S.L.A. Committee Meets to Discuss Policies and Regula- 
tions for Two Forthcoming Shows in June and December 


BostoN—The members of the New 
England Shoe and Leather Associa- 
tion’s Shoe Fair Committee met last 
week at association headquarters and 
determined the policies and regulations 
under which both association-sponsored 
fairs will be conducted this year. 

The 2lst Annual Boston Shoe Fair 
will be held on June 10, 11, 12 and 13 
at two official hotels, the Hotel Statler 
and Parker House. This year, as in 
past years, assignment of rooms to ex- 
hibitors will be strictly in order of 
receipt of applications following the 
expiration of a 10-day option period 
which will be granted all last year’s 
exhibitors to reserve the same sample 
rooms occupied then. The same regula- 
tions in the assignment of sample rooms 
which apply at the June show will also 
be carried out for the Winter show, to 
be held at the same hotels on December 
2, 3, 4 and 5. 

Members of the Boston Shoe Fair 
Committee are: George A. Dempsey, 
chairman, ex-officio, Farmington Shoe 
Manufacturing Company, Dover, N. H.; 
Louis H. Salvage, chairman, Louis H. 
Salvage Shoe Co., Manchester, N. H.; 
Charles T. Cahill, vice-chairman, 
United Shoe Machinery Corporation, 
Boston; Maxwell Field, manager; Rob- 
ert Adams, Charles Cushman Company, 
Auburn, Me.; J. Edson Andrews, Gale 
Shoe Mfg. Co., North Adams, Mass.; 
S. D. Ansin, Ansin Shoe Mfg. Co., 
Athol, Mass.; Charles Ault, W. L. 
Douglas Shoe Company, Brockton, 
Mass.; A. F. Bancroft, Bancroft-Wal- 
ker Company, Waltham, Mass.; George 
Barkin, A. R. Hyde & Sons Co., Cam- 
bridge, Mass.; A. W. Berkowitz, Philips 
Shoe Mfg. Company, Haverhill, Mass.; 


Samuel Cantor, Dartmouth Shoe Com- 
pany, Brockton, Mass.; L. M. Carroll, 
Norway Shoe Company, Norway, Me.; 
Daniel J. Danahy, H. H. Brown Shoe 
Co., Worcester, Mass.; William E. 
Doyle, Doyle Shoe Company, Brockton, 
Mass.; Arthur L. Evans, L. 8. Evans’ 
Son Co., Wakefield, Mass.; Robert Gold- 
stein, John E. Lucey Shoe Co., Mid- 
dleboro, Mass.; Albert E. Gordon, 
Dainty Maid Shoe Company, Haverhill, 
Mass.; Louis Hartman, Hartman Shoe 
Mfg. Co., Haverhill, Mass.; J. Izenstatt, 
Jay Shoe Mfg. Company, Cambridge, 
Mass.; C. Henry Jacobs, A. Jacobs & 
Sons Co., Lynn, Mass.; A. L. Kleven, 
Kleven Shoe Co., Spencer, Mass.; Jo- 
seph Koss, Koss Shoe Company, Au- 
burn, Me.; Paul O. MacBride, Milford 
Shoe Company, Milford, Mass.; H. O. 
Rondeau, H. O. Rondeau Shoe Co., 
Farmington, N. H.; Henry B. Rosen- 
thal, Rosenthal & Doucette, Inc., Bev- 
erly, Mass.; J. A. Slosberg, Green Shoe 
Mfg. Co., Boston, Mass.; Frank S. 
Shapiro, National Shoe Corp., Marl- 
boro, Mass.; Ben Stone, Stone-Tarlow 
Co., Inc., Brockton, Mass.; E. H. Sul- 
kis, Sulkis Shoe Company, Marlboro, 
Mass.; James E. Wall, Wall-Streeter 
Shoe Co., North Adams, Mass.; Francis 
B. Masterson, president, National As- 
sociation of Shoe Wholesalers. 


Forms New Safety Sole Co. 


Detroit, Micu.—Leonard G. Haigh 
has organized the Detroit Safety Sole 
Company to market a new type of 
safety sole, particularly adaptable to 
the use of the industrial worker. Head- 
quarters are at 889 Kitchener St., De- 
troit, Mich. 


Irving Hanig Named 
Rollman Buyer 


CINCINNATI, OHIO —Irving Hanig, 
formerly with Hahne’s, Newark, N. J., 
has recently been appointed buyer of 


IRVING HANIG 


shoes in the better grade department at 
Rollman’s, well-known Cincinnati store. 

Mr. Hanig was connected with the 
Hahne store for the past four years, 
where he was shoe buyer for the main 
floor shoe department. 


Geisler Represents Cambridge 
Rubber in Illinois 


CuHicaGo, ILu.—Arthur Geisler, mem- 
ber of the Chicago Shoe Travelers’ As- 
sociation, is now traveling northern 
Illinois for the Cambridge Rubber Co. 
He was formerly with the Groves Shoe 
Co. 
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Free Shoes for Flying Babies 


of shoes when he flies these days. Mrs. Thomas Connor of 


+» is shown checking 


in for a flight at the TWA ticket counter 


LaGuardia field while son Tommy, Jr., aged six months, gurgles 
receiving the shoes from the hostess. It’s a new promotion, set up 
by the airline and The Trimfoot Company of St. Louis. 


New YorkK—Free shoes for babies 
who fly are being distributed under a 
novel promotion sponsored by officials 
of Transcontinental and Western Air, 
Inc., and the Trimfoot Company of St. 
Louis. 

Mothers boarding any TWA plane 
with babies in arms are presented a 
pair of Baby Deer shoes with the com- 
pliments of the two companies. 

John B. Reinhart, Jr., director of ad- 
vertising and sales for the shoe com- 


pany, and O. A. Williams, director of 
passenger service for the airline, said 
the promotion already has proved pop- 
ular in the short time it has been tried. 
Both officials reported receiving numer- 
ous letters from mothers, expressing 
their appreciation for the gift package. 
Mr. Williams estimated that at least 
50 pairs of shoes would be distributed 
monthly under the plan, which will be 
continued on a permanent basis. 





Cincinnati Shoe Club 
Names New Officers 


CINCINNATI,: OHIO—The Shoe & 
Leather e , Inc., held a recent lunch- 
eon. ng at its club rooms, here. 
Following presentation of pen and 
calendar sets to the retiring president, 
Jack M. Delaney, and the retiring vice- 
president, Jack N. Auer, the new of- 
ficers were installed. Those elected 
were Arthur M. Linz, president; Louis 
J. Naltner, vice-president; E. E. Fur- 
steneau, secretary and treasurer; board 
of governors for two years, Emanuel 
S. Marks; for one year, Walter D. 
Cost. 

Six new members were admitted to 
membership. Ninety members and 
guests attended. Following the business 
of the day refreshments were served. 


Kaplin with Hermal Shoe Co. 


New York—lIvan Kaplin, formerly 
of the Coward Shoe Company, and 
more recently of the Physical Culture 


Shoe Company, is now associated with 
the Hermal Shoe Company. 

Mr. Kaplin will carry the Pla-Eez 
line of sportswear for the company in 
upper New York state, New Jersey, 
Pennsylvania and Ohio and is main- 
taining headquarters in Room 626 in 
the Marbridge Building. 


Minimum Shoe Wage 
To Be Discussed March 5 


WASHINGTON, D. C.—The Labor De- 
partment’s wage and hour division has 
called for oral arguments on March 5 
covering the record of the evidence ad- 
duced at public hearings on the 35-cent 
minimum wage for the shoe industry 
recommended by Industry Committee 
No. 6 for the Shoe Manufacturing and 
Allied Industries. 

The division announced that oppor- 
tunity to argue the record will be lim- 
ited to those who appeared at the previ- 
ous hearing in December (see the Boot 
AND SHOE RecorpEeR for Dec. 30, 1939, 
page 31). Such persons have been in- 


vited to notify the division of their in- 
tention to appear and the amount of 
time required for their presentation. 
Testimony will be heard by Wage-Hour 
Administrator Harold D. Jacobs. 


Michigan Travelers Hold First 


1940 Monthly Showing 


Derroir, Micu. — The first 1940 
Monthly Showing of the Michigan Shoe 
Travelers’ Club was held at the Hotel 
Statler, here, February 12 and 13, with 
all previous lines and many new lines 
represented. 

Much enthusiasm has been shown in 
these monthly showings, as evidenced 
by the fact that all those represented 
have now signed up for the next show- 
ing to be held on March 4. 

Leading favorite at the showing was 
patent leather, which promises to be 
very popular this Spring. The elasti- 
cized shoe was also in demand. Blue 
leather is starting out good and is next 
in popularity to black. It is expected 
that the bright colors will be very pop- 
ular in the Spring as well. 


Leather Show Restrictions 
On Waldorf Rooms 


New York—The Tanners’ Council of 
America has announced that the re- 
strictions will be continued on rooms 
at the Waldorf-Astoria, New York, 
during the Leather Show on April 1 
and 2, limiting their use for sleeping 
purposes only. The Exhibit Committee 
of the Council feels that the rule is 
basically sound and has proved to the 
mutual advantage of tanners, shoe 
manufacturers and allied trades. 

Members of the allied trades have 
found that the facilities provided by 
the Allied Shoe Products Show at the 
Belmont-Plaza have been of great prac- 
tical value in displaying their products 
to visiting shoe manufacturers. With 
these facilities available again this 
year, members of the allied trades may 
show their products under a central 
management which will be easily ac- 
cessible to their customers. 


Navy Blue and Grey 
Important for Spring 


Cuicaco, Itu.—Evidence that navy 
blue and grey will be important Spring 
colors in the Midwest area was seen 
during the style shows given here early 
in February by the Style Creators of 
Chicago. Navy blue and grey predomi- 
nated on the runways in suits, costum« 
suits, coat and dress ensembles and 
coats shown. Navy blue shoes wer< 
worn with all of the navy costumes 
shown. Although grey shoes wer< 
shown with some of the greys, man) 
of them used black or blue shoes t 
tie in with other accessories. Ther: 
were several grey outfits set off by rec 
accessories, including red shoes. Gre} 
shoes were also shown with several 0‘ 
the plaid coats and suits shown. 





BOOT ann SHOE RECORDER, February 24, 1940 


U. S. Process Corp. 
In New Quarters 


New York—U. S. Process Corp. held 
open house February 16 at the com- 
pany’s enlarged and beautiful head- 
quarters offices at 369 Lexington 
Avenue, with the official staff of the 
corporation on hand to welcome visi- 
tors representing important firms in 
the many lines of industry which are 
now making use of The Sanitized Proc- 
ess. Among the officials of the corpora- 
tion participating in the reception 
were Julius C. Scheinbaum, president; 
Dr. L. D. Clement, inventor of The 
Sanitized Process; Frederic L. Hil- 
bert, general technologist for U. S. 
Process Corp. and the Shoe and Leather 
Institute; Philip S. Joseph, counsel for 
the corporation; also Martin A. North, 
of The Grey Advertising Agency, Inc. 

A steady stream of visitors repre- 
senting high-ranking concerns in many 
lines of industry called during the 
afternoon to congratulate the U. S. 
Process executives on the steady ad- 
vance of The Sanitized Process and its 
extension to new fields of usefulness. A 
bounteous buffet luncheon was served 
in honor of the occasion. 

One of the most interesting features 
of the new quarters is an interesting 
exhibit room containing elaborate dis- 
play cases in which are exhibited sam- 
ples of the various products now being 
treated by The Sanitized Process. 

In speaking of the value of the proc- 
ess as applied to leather, Mr. Hilbert 
brought out the fact that it not only 
serves the purpose of rendering leather 
and other materials actively antiseptic 
and self-sterilizing in effect, that is, 
inimical to the propagation of the sev- 
eral varieties of bacteria and the action 
of enzymes contained in perspiration. 
Tt also acts as a leather preservative, 
because the decomposition of absorbed 
perspiration, especially in the case of 
chrome-tanned leather, brings about the 
more or less rapid detannization of 
the hide fibers, and in the case of vege- 
table-tanned leathers rapid oxidation 
due to the raising of the pH value by 
the ammonia and amines produced. Ab- 
sorbed prespiration causes vegetable 
tanned leather to become hard and 
brittle as well as much darker in color. 


Harvey L. Farr Given 
Control of Farr Bros. 


ALLENTOWN, Pa.—By virtue of a 
bequest in the will of the late Harvey 
H. Farr, who was president of Farr 
Bros. Co., well-known retail shoe mer- 
chants with stores here and in Beth- 
lehem, Easton and Reading, control of 
the company has passed to his nephew, 
Harvey L. Farr. 

The will, which has been offered for 
probate in the office of the Register of 
Wills, provides that 5000 shares of the 
capital stock of the company will go to 
Mr. Farr and 500 shares to Frederick 
W. Mertz, manager of the Far Bros. 
business over a period of years, in 
recognition of his faithful services. 


THE 
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MARK REGISTERED 


SHOE 


TALLY-HO BROGUES for March and April Selling 


Both models retailing at $6.95 and up 


Style 5551 — In rich Brown with hand applied finish. The 30 iron 
two unit red gum sole is light in weight and assures added comfort. 


Style 3115 — Palmetto — the newest color in Calfskin further accented 


Write us for color folder giving all details. 
of New Eng 
E-E-TAYLOR CORP: 


land Craftsmanship 


BOSTON, MASS: 





Harvey L. Farr is the newly elected 
president of the Middle Atlantic Shoe 
Retailers’ Association, having been 
chosen to this office at the association’s 
annual convention in Philadelphia last 
month. 


4,000 Pairs Men’s Shoes 
Sold in Week 


Los ANGELES, CALIF.—The Famous 
Department Store has just held the 
most profitable men’s shoe promotion 
in their history, according to C. R. 
Thurlo, buyer. Some 4000 pairs of na- 
tionally advertised shoes were prac- 
tically all cleaned out in a week’s 
selling time. As a rule, men do not 


respond to shoe sales very wholeheart- 
edly, and when they do come in, they 
are invariably one-pair buyers when 
the prices are between two and three 
dollars. 

The location of the Los Angeles 
Famous store is not in the men’s shop- 
ping section by any means. However, 
many men bought two, three and even 
four pairs at one sitting. The real sur- 
prise came when on the Monday, Tues- 
day and Wednesday after the sale had 
been advertised in the Friday’s papers, 
that the windows did such a fine “pull- 
ing-in” job. Plenty of sizes were as- 
sured the men through the publishing 
of a composite size chart in the ad- 
vertising and in the windows. 
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Virginia Shoe. 
Boys’ Shoes That Are 
Really BOYS’ Shoes 


TRI-TAN 
GUIDERITE 


Take a look at the specifications below. 
Then note the prices. 
Remember the discount 5%. 30 Days. 


There are seventeen styles. Send for our cata- 
logue for the others. 


THEY ARE ALL IN STOCK 


A truly masculine last 
by Belcher, short back 
full BOY’S measure- 
ments, wide seat, close 

top, snug, perfect, comfortable fit. 
Outsole of chrome retan Bends, 9 iron or more. 
Solid pigskin leather insoles. 
Leather quarter linings. 
Full weight Kips and Elks, grain types are full grain, 
African Water Buffalo on scuff proof tips. 
Genuine Goodyear 
Welt construction. 


A generous mark up 
can be made on 
these,— and your 
customers will like 
it. 


FREDERICKSBURG, VA. 
MANUFACTURERS 
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Honest Service Wins Loyal 
Customers 


Never sell shoes to anyone unless you feel they are 
what that person needs and will help him. 

Be honest with people. Not merely in offering honest 
values. Be honest enough to talk a customer out of 
buying if you haven’t what he needs. 

If you cannot satisfy him, tell him so. 

The above is a part of the creed of Thomas Torri, 
shoe retailer of 1624 Clifford Avenue, Rochester, N. Y., 
whose store is in an average neighborhood. 

“Ask Torri how he does it; there ought to be a story 
in that,” said a number of other shoe dealers who have 
been watching with some curiosity the steady flow of 
business to his place. The visit to the store followed. 

He believes in signs—the appealing and educating 
power of pictures and charts—because many of them 
adorn the windows and walls of his large store. 

He concentrates on Health Spot Shoes, made by the 
Musebeck Shoe Company, and Star Brand Shoes, made 
by the International Shoe Company. 

“There are a lot of problem feet,” said Mr. Torri. 
“If I can correct their troubles, I may be sure the cus- 
tomer will return. If style is mainly what is wanted, the 
customer may find a style which he likes better at some 
other place next time.” 

This store, in which the price range is from $2 to 
$13, advertises conservatively, but does not believe in 
“sales” unless it becomes necessary to get rid of sur- 
plus stock. 

Mr. Torri said that 90 per cent of the new customers 
in his store have been sent to him by satisfied custom- 
ers, adding: 

“I will go to any length to satisfy a customer, even 
give his money back. Since most new customers are 
sent to me, who would there be to recommend me if 
old customers were not satisfied?” 

This store is equipped with an X-Ray fitting machine 
and Arch-O-Scope, which are used regularly by cus- 
tomers. Some of the rules which have proved successful 
in this store were given by Mr. Torri, who warned 
against anything resembling boasting: 

“If you are in an outside, average neighborhood, 
concentrate on foot comfort rather than style. In these 
times it seems impossible for such stores to keep up 
with styles and make a profit. 

“Always be perfectly truthful. Never, for instance. 
say a shoe is a size 8 when it is size 9. 

“Signs and charts are valuable. Sometimes it takes 
half an hour to fit a customer. Other customers who 
are waiting occupy the time studying them, making up 
their minds what they want. 

“Remember it is better to lose a sale than a customer. 

“Satisfy each customer so that he will not only be 
likely to return, but will be your friend who will tell 
others and send them to you. 

“Keep the stock down. To have a lot of money tied 
up in stock makes it that much harder to make a profit. 
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An OFFICIAL P.H.D. Nurse’s Oxford 
Your “DOUBLE DUTY” Shoe 





1. Fits the “long, thin” foot without gapping. 
2. Fits the *STOUT’? foot without bulging. 


A smart Oxford suited for both duty and sports wear— 
especially desirable for its excellent fitting features. 


No. 9466 


PRESTIGE 





Successful Shoe Show 
Held at Tulsa 


[CONTINUED FROM PAGE 24] 


Muskogee, chairman of the board of 
directors. 

The chairman of the 1941 show will 
be B. R. Boyle of Red Oak, Iowa. Al- 
though the place has not yet been se- 
lected, members of the board announced 
that the show would be held early in 
1941. It was also agreed that it will be 
held for a longer period than the cus- 
tomary three days of the past two 
shows. 

Already some reservations have been 
made for the 1941 show and most of 
the 86 companies represented have in- 
dicated that they will reserve space. 


Chicago Show Predicts Demand 
For Colorful Summer Shoes 


Cuicaco, ILt.—Proof of the fact that 
the coming late Spring and Summer 
will bring a heavy demand for colored 
and colorful shoes was indicated at the 
annual showing of wash apparel, held 
here early in February, by the Chicago 
Wash Apparel Association. The fact 
that such a large portion of the style 
show was given over to highly styled 
play clothes also points to an excellent 
season in play-shoes, with many sales 
possibilities for the shoe merchant. 

Summer wash garments, which range 
all the way from house dresses through 
business, afternoon and evening clothes 
are more carefully styled than ever 
before, it was pointed out at the style 
show. As such, they call for just as 
careful selection of shoes and shoe 
wardrobe as during the rest of the 
year. Wash apparel weaves are finer 
than ever before and many have the 
appearance of fine silk, with percales, 
jerseys, new weaves in cottons and ray- 
ons, chambray, seersuckers, sheers and 
lawns predominating. 

The importance of white, high-col- 
ored, and pastel shoes was seen in many 
of the ensembles shown on the runway. 


Bright and pastels shoes were shown 
with a number of the all-white and 
white and other color combination en- 
sembles. Pastel shoes were also used 





Dates to Remember 


Monthly Shoe Show of Chicago Shoe 
Travelers Association, Hotel Morri- 
son ebruary 26 and 27, 1940 

Monthly Showing Michigan Shoe 
Travelers Club, Hotel Statler, De- 
re March 4, 1940 

Shoe Market Days of Iowa National 
Shoe Travelers’ Association, Hotel 
Fort Des Moines, Des Moines, Iowa 

March 10, 11, 1940 

Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 

April 1, 2, 1940 

Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
Illinois June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
Ohi June 9, 10, 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Joint Annual Convention and Shoe 

w, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’. Association, Plankinton 
Hotel, Milwaukee, Wis. 
June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
ED su pnhedks waits June 16, 17, 18, 1940 

Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 





SHOE MFG. CO. 


Milwaukee, Wis. 
Marbridge Bidg., New York 
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as contrasts to other pastel colors in 
dresses. Spectator sports in brown and 
white and blue and white were shown 
repeatedly with all colors, the blue and 
white being used to complement the 
red, white and blue patriotic theme that 
is evidently destined to continue 
through the Summer. Baby colors 
such as pinks, blues, greens, and yel- 
lows predominate among the monotone 
clothes offering numerous opportuni- 
ties for extra pair sales in accent col- 
ors. White ensembles set off by touches 
of red, blue, green or pastel trims also 
offer extra sales opportunities. 

Advance sales at the apparel show 
indicated that more play clothes will 
be sold this year than ever before. Col- 
ors are smartly combined making at- 
tractive and appropriate play shoes 
important parts of the costumes. These 
include play suits, short and shirt sets, 
slack suits, and pajama outfits in bril- 
liant colors such as blues, greens, golds, 
roses, reds, and delicate pastels. 

Dress shoes for the style show were 
furnished by Feltman and Curme and 
play shoes by the United States Rubber 
Products. 


Miller-Jones Managers 
View Spring Styles 

JASPER, IND.—Managers of Miller- 
Jones Shoe Stores from all over In- 
diana attended a meeting and witnessed 
a display of Spring styles at the com- 
pany’s store here, recently. The all- 
day meeting was held in the Giesler 
Tavern, with J. P. Bono, manager of 
the Jasper store, as host. The local 
store is the latest one to be outfitted by 
this company. 

Shoe samples were brought from the 
company’s factory at Columbus, Ohio. 
Among those present was R. W. Shig- 
ley. A dinner was served at noon. 

Among the store managers present 
were Wilbur Holt, Muncie; Walter N. 
Cartee, Washington; John W. Fox, 
Vincennes; J. F. Craft, Columbus; Vir- 
gil Kail, New Albany; Walter J. Gar- 
rett, Michigan City; George W. Hanna, 
Portland, and Paul Armstrong, of 
Marion. 





Inner Soles and Counters 


MEWHEC 


/ 


INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Seles: Chicego, 223 W. Lake St. Boston, 42 Lincoln Se. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 








Complete Plans for Banquet 


READING, Pa.—Harry Snayberger, of 
the Walkin Shoe Co., president of the 
Central Pennsylvania Shoe and Leather 
Association, has announced that final 
plans have been completed for the as- 
sociation’s banquet to be held Friday 
evening, March 8, at the Abraham Lin- 
ecoln hotel. Dinner will be served at 
6.30 P. M. 

A fine menu has been prepared, and 
following the dinner an entertainment 
has been planned with the featured 
speaker, Charles Milton Newcomb, who 
will speak on the subject, “What Are 
You Afraid Of?” 

Tentative plans have already been 
formulated by the association for their 
Spring Golf Tournament, to be held at 
the Lancaster Country Club. G. B. 
Horner, of the Lancaster Shoe Com- 
pany, will head the committee aided by 
Grant Gerberich and John K. Kerr. 


Otto Siercks Manages New 
Colton Department 


Granpd IsLAND, Nes.— The Rogers 
Shoe company entered the local retail 
field through establishment of a ladies’ 
shoe department in Colton’s store. 

Otto Siercks, well-known retail 
shoe circles in Nebraska, has m ap- 
pointed manager. For many years he 
yaa connected with Buck’s Booterie, 
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Dunn and McCarthy Start 


Biggest Ad Campaign 

AusuRN, N. Y.—John T. Gorman, 
vice-president and general sales man- 
ager of Dunn and McCarthy, opens up 
the Spring retail selling season with 
four advertising aces: a significant 
campaign for the Enna Jettick line in 
nine leading national magazines in 
color; in twenty-five topnotch news- 
papers in full color pages; twenty-one 
big city supplements of the American 
Weekly, and the fourth ace—full pages 
in twenty-two leading newspapers in 


JOHN T. GORMAN 


rotogravure and in black and white. 
This is one of the biggest advertising 
promotions of the new season. The 
campaign is built around the “youth 
appeal in smart styles,” and coordi- 
nates with window display and store 
interior promotions. The national radio 
broadcasting of the past season gives 
way to local spot and five-minute dealer 
broadcasts. 

In a business as seasonal as shoes, 
Mr. Gorman believes that advertising 
should be brought close to the retailer. 
He has a definite dealer’s point of view 
in promotion and advertising. 

Mr. Gorman was in at the birth of 
Enna Jettick back in 1929 and has 
played a part in its progress ever since. 
He became field manager of the New 
England sales division, later coming to 
Auburn as upper leather buyer, and 
organized that supply department, re- 
turning to the field of selling as assis- 
tant sales manager of Enna Jetticks. 
He contacted and opened some of the 
largest accounts over the years, and on 
July 1, 1939, became assistant to the 
president, the late Buford Jones. 

On December 16 he was made vice- 
president and general sales manager. 
He is constantly on the move, visiting 
merchants and markets in the progres- 
sive development of “a greater Enna 
Jettick business.” 
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Younges “4 Feel 


Most widely distributed 
brand of infant footwear in 
America ... pioneers in the 
scientific study of the rapid 
development of little feet 
...and recognized author- 
ity in the making and fitting 
of baby shoes from 0 to 8 
. « « types and styles for 
each age and purpose. Let 
this experience be your bay- 
ing guide. 


Mr4. 
DAY'S 
\oe > 1, BABY Si Of 
a Ee ad 


H. C. Cullum Given 
Distinguished Service Award 


Avueusta, Ga.— Henry C. Cullum, 
vice-president of Saxon-Cullum, Inc., 
retail shoe merchants, has been named 
as Augusta’s Number One young busi- 
nessman for 1939. He was given the 
National Distinguished Service Award 
presented annually by the National 
organization of the Junior Chamber of 
Commerce. 

This award was presented to Mr. 
Cullum during a special program held 
by the Junior Chamber at the Hotel 
Richmond. Qualifications for the award 
are civic activity, character, general 
ability, and the person selected must 
not be over 35 years of age. 

A few years ago, Mr. Cullum con- 
ceived the need of forming a mer- 
chants’ association. After its organiza- 
tion he was elected director, then served 
as president. Numerous local and siate- 
wide activities have resulted from the 
important part played by Mr. Cullum. 

In addition to his working for the 
best business interests of his native 
city and state, Henry Cullum is well 
known throughout the shoe trade for 
the extraordinary merchandising job 
done in the Saxon-Cullum stores. He is 
the son of Mr. and Mrs. St. Julien 
Cullum and has been intensely inter- 
ested in shoe retailing from boyhood. 
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Sees Brown Strong 
In Easter Selling 


New York—Brown is the dark horse 
shoe color for Easter, according to 
Rhea Nichols, Allied Kid Company, 
fashion director, who has recently re- 
turned from a six-weeks business trip 
through the West and South. Brown 
shoes are already established as high 
fashion in leading stores in key cities 
throughout the country, and will con- 
tinue to sell in sandalized versions 
through the Summer, according to Miss 
Nichols. 

Navy blue, although it is late in be- 
ginning to sell, due to the severe win- 
ter weather throughout the country, 
will again be the volume ready-to-wear 
color, Miss Nichols says. This means 
that blue shoes will sell importantly 
during the next six weeks. . 

Black patent leather, which has been 
selling in volume since mid-Winter, 
especially in patterns where it is com- 
bined with elasticized materials, is 
showing lessened interest, Miss Nichols 
continued. 

Grained leathers, including real and 
simulated reptiles, and natural grain 
kid and calfskin, are extremely impor- 
tant in all types of shoes. These 
leathers are particularly effective in 
the warm beige tones which are so 
popular for sandalized and play shoes. 

For Summer promotion, Miss Nichols 
predicts that a great many two-tone 
shoes will be shown in reverse com- 
bination—that is, white, beige and some 
pastel shades will be used as trims on 
black, brown and blue shoes, rather 
than as the base. She believes that 
strong pastels, such as brilliant red, 
blue and green, will become more im- 
portant than the delicate shades. 


Heckman Shoe Co. 
Closing Doors 


PASADENA, CALIF.—The Heckman 
Shoe Co. is giving up their retail shoe 
business after some 30 years’ operation 
in this city. The store was originally 
known as Morse & Heckman. Twelve 
years ago the Heckman brothers bought 
out the Morse interests, changing the 
name to the present one. They con- 
ducted a good grade family shoe store 
in which well advertised brands were 
featured. 


Purchases Plant for 


New Factory 


Otp Town, Me.—The Philco Shoe 
Company of Lewiston and Bangor has 
purchased the vacant Old Town 
Woolen Company plant on Main Street 
in this city, and will spend $100,000 on 
repairs. 


Under an agreement with city of- 
ficials the company will receive a five- 
year tax abatement and will employ 
400 workers at the start. This number 
bed be increased to 600 as soon as pos- 


For Year-Round 
Steady Selling & Profits 


ELLAIRE COMFORTABLES and 

SENSIBLES! The exclusive profit 
line of low heel and medium heel shoes, ex- 
pressly designed for the many thousands of 
active women — in all walks of life, in your 
community — who demand fine quality, com- 
fortable shoes in sensible styles. 

No fleeting romance of high-style shoes, 
but the practical dollars and sense romance 
of steady selling and profits the year round. 
Mark-downs unnecessary ! 

They're fine quality shoes carefully tai- 
lored on combination lasts with all comfort 
and patented air-cushion features. Wonderful 
COMFORTABLES and SENSIBLES 
make loyal customers . . . retailing for the 


Ted FOOT SiCMOLRIZING SHOE 


COM FORTABLES 


Tmt FOOT SAEMOERITING Hot 


SENSIBLES 


price of ordinary shoes, at $5 to $6. 


Write for Catalog of Complete Line 
Spring & Summer, 1940 


BELLAIRE SHOE COMPANY, PORTLAND, ME. 


Y OF HOLMES, STICKNEY & WALKER, INC 





McCabe Named Shoe Buyer 
For Lowell Store 


LOWELL, Mass.—J. R. McCabe, for- 
merly shoe buyer for Ward & Baird, 
Inc., Hanover, N. H., has recently been 
appointed shoe buyer for the well- 
known firm, Cherry and Webb Co. 

Mr. McCabe is a native of Illinois, 
coming from there to take up his duties 
at the Hanover store. He succeeds F. 
E. Brownell, who was with the Cherry 
and Webb Co. for ten years. The Lowell 
store is one of several branches of the 
company, with others in Providence, 
Fall River, New Bedford and Law- 
rence. 


Indiana Travelers 
Nominate Officers 

INDIANAPOLIS, IND. — Candidates for 
offices of the Indiana Shoe Travelers’ 
Association will be unopposed at the 
election March 9. Meeting at the Hotel 
Washington, recently, the association 
members nominated a single slate, all 
members of which are Indianapolis 
men. Those nominated are Charlton F. 
Klaus, president; Ralph A. Baker, vice- 
president; R. F. Grosskopf, secretary, 
and E. C. Smeltzer, treasurer. Frank 
M. Brown, president, presided. The 
regular luncheon preceded the monthly 
business meeting. 
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Women’s Leather Colors 
For Fall Selected 


New York—Eleven colors for wo- 
men’s shoes were officially adopted for 
Fall, 1940, at the joint meeting of 
tanners, shoe manufacturers and shoe 
retailers held recently in cooperation 
with The Textile Color Card Associa- 
tion, it was announced by Margaret 
Hayden Rorke, managing director of 
the color organization. These shades 
are now in dye and advance swatches 
will be issued shortly to The Textile 
Color Card Association’s members in 
the shoe and leather industry. 

Names for the colors have not yet 
been selected but they consist of a dark 
brown, a wine tone, and a dark grey, a 
cordovan type, a dark green and a 
russet tan. In addition to the above, 
Bluejacket was repeated from the 
Spring, 1940, Shoe and Leather Card. 

Also chosen was a group of four 
sports or casual colors comprising lively 
tones of red, blue, green and tan. 


Tash Leases Shoe Departments 


Sr. Louis, Mo.—Harris Tash, a for- 
mer merchandising man for the Wohl 
Shoe Company, St. Louis, Mo., has 
leased the shoe department of the Rob- 
inson-Schwenn Store in Hamilton, Ohio, 
and the John Ross Store in Middletown, 
Ohio. 

Mr. Tash anticipates opening several 
more departments in the near future. 
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Antioch Appoints New 
Eastern Representative 


New York—The Antioch Shoe Proj- 
ect of Antioch College, Yellow Springs, 
Ohio, announces the appointment of 
Miss Luella Clyde Folsom as their fash- 
ion adviser and Eastern representative. 


MISS LUELLA C. FOLSOM 


With headquarters at the Ross-Har- 
ris Store, 22 East 46th Street, Miss 
Folsom will devote three months to the 
New York area before starting her 
travels through the Eastern states. 
She plans to bring an entirely new ser- 
vice to Antioch dealers by studying the 
problem of the individual dealer as 
well as assisting in general promotion. 

She will give considerable attention 
to a study of the fashion world and will 
be available as a consultant both to 
Antioch dealers and Antioch customers. 
In addition, she will meet directors of 
physical education and of parent- 
teacher associations, as well as other 
groups especially interested in foot 
health. 

Miss Folsom is unusually well-quali- 
fied for this position by her previous 
wide experience in. both fashion and 
promotion work. In preparation for 
her new job, she spent several weeks 
at the factory studying the manufac- 
ture of shes. She also visited Antioch 
College at Yellow Springs, Ohio. 

The Antioch Shoe Project was organ- 
ized by Arthur E. Morgan at Antioch 
College in 1924 for the purpose of find- 
ing “those features which would be 
most likely to keep the average per- 
son’s foot from being harmed and to 
contribute to grace and poise in walk- 
ing and standing.” Their three-point 
creed stresses comfort, beauty and ser- 
vice. And it is these features that Miss 
Folsom will promote. 


Bata Opens Baltimore Store 


BALTIMORE, Mp.— The Bata Shoe 
Company has opened its first retail 





in stock 
Catalog 


HARRISO 


SHOE COMPANY 





outlet in Baltimore. The store is lo- 
cated at 541% North Gay Street and 
practically everything offered for sale 
is from the Bata plant at Belcamp, 
Md. Although the company has an ex- 
tensive chain of retail stores through 
the Middle West, this is the first one 
to be opened close to the factory. Jo- 
seph Herst, originally from Czecho- 
Slovakia, but who has been in this 
country for several years, is the man- 
ager of the new store, which may be an 
early link in an Eastern chain. On the 
day of the opening, free gifts were 
given to the children, hosiery to the 
ladies and socks to the men customers. 


Lander Joins Albany Shoe Co. 


ALBANY, N. Y.—V. E. Lander has 
recently joined the sales staff of the 
Albany Shoe Company, Inc., 67 Hudson 
Avenue, this city, and will represent 
that company on the road. 

Previous to his new connection, Mr. 
Lander was associated with the Dunn- 
Salmon Company. 


Back to Work 
Following Accident 


Cuicaco, Int.—Harry C. Bantlin 
representative of the Athletic Sho« 
Company, Chicago, has just recentl) 
recuperated from a broken collar bone 
which confined him to his home fo: 
three weeks. 
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TO CLEAWM NAPPY 
WHITE SHOES 


Just a few pats and a few 
rubs, that’s all there is 
to it! Buck Buffer is an 
amazing experience in 
speed and effectiveness. 
he convenient handle 
keeps hands clean—the 
dustproof rubber case 
makes Buck Buffer at 
home in purse, desk draw- 
er and traveling bag for 
last minute touch ups. 
Buck Buffer’s sales 
has been amazing 
too . . . but see for your- 
self! Order a trial dozen 


Trimfoot « St. Louis, Mo. 


In Canada, 49 Sanford, So. 
Hamilton, Ont. 
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Color Spring Windows 


with Decorative 
Display Cards 
and Price Tickets 
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“B’ — Deep Lavender & 
green design—pink back- 
ground. 


PRICE TICKETS 


Attrestively, + * tethered In 
om ons, 
Ly blanks. Ser designs in 
stock. Samples available on 
6 Doz.—$1.10. 12 Doz.—$2.00 
With Store Name imprinted 
100 ticke' -00 
200 ticke 00 


heck with order please, un- 
. tess’ C.0.D. preferred. 
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DISPLAY CARDS 
Each month, io tatermative 
7 eerily deoleuce 
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Wisconsin Retailers Discuss 
Annual Convention Plans 


MILWAUKEE, Wis.—Plans were dis- 
cussed at a recent meeting of officers 
of the Wisconsin Shoe Retailers’ Asso- 
ciation at the Plankinton hotel here, 
for the association’s 27th annual con- 
vention to be held at the hotel June 16, 
17 and 18. 

Attending the meeting were Clar- 
ence R. Newel, Waukesha, president of 
the association; M. Fitzsimmons, Fond 
du Lac; John Geisinger, Jack F. Wet- 
zel, Fred Horton, Charles M. Roussey, 
W. F. Wuerl, William Hafemeister, all 
of Milwaukee, and Fred E. Schmidt, 
Wauwatosa, secretary-treasurer, of the 
Wisconsin Shoe Travelers’ Association. 

It is planned to streamline the 1940 
convention to give salesmen more of an 
opportunity to mingle with customers, 
and the travelers and retailers will 
cooperate in furnishing entertainment 
for the affair. 


Promoted to Main Store 


Cuicaco, ILL.—Milton Utzinger, who, 
for the past two years has been shoe 
buyer for the Oak Park store of Mar- 
shall Field & Co., has recently been 
made buyer in the Young Moderns’ sec- 
tion in the downtown store. He re- 
places William Pringle, who is now 
buyer in the corrective shoe depart- 
ment. 





a. 


“This shoe comes in six delicious colors—strawberry, raspberry, cherry, orange, 


lemon and lime.’ 


Earnest Ross, The Leader, Council Bluffs, lowa 





TO 
BUY 


Riding Shoes 











R. F. Heise Manages New 
Cincinnati Women’s Shop 


CINCINNATI, OHIO — The French 
Bootery, located at 422 Race Street, is 
Cincinnati’s newest shoe salon catering 
to extreme modes for milady. This 
smart shop has as its buyer and man- 
ager R. F. Heise, who is familiar to 
Cincinnati women seeking the ultimate 
in foot fashion through his former con- 
nection with Smith-Kasson Co. before 
that establishment closed its doors. The 
French Bootery carries bag and hosiery 
accompaniments to assist the customer 
in rounding out her accessories. Hand- 
beaded evening bags have proved pop- 
ular for pairing up with evening slip- 
pers to suit variable tastes. Mr. Heise 
specializes in three-inch heel models for 
street and evening wear. He expressly 
favors the current trend toward black 
patent and blue for Spring, several 
smart models on display featuring the 
tractor heel. One attractive style which 
Mr. Heise feels will be a leader in Cin- 
cinnati’s foot-fashion parade is a suede 
with knob toe and horizontal contrast- 
ing stitching on alligator heel. The 
above comes in combinations of blue 
and carmel, toast with brown, and 
green with brown. 


Chism Named Groth Buyer 


Fort Wayne, Inp.—Robert Chism, 
for the past 


added to the staff of Earl Groth & Co., 
Fort Wayne, as buyer and manager 
of the shoe department. Store plans to 
add new exclusive lines of nationally- 
known footwear. 
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Obituaries 


Leo Feder 


Los ANGELES, CALIF.—Leo Feder, 62, 
died of heart trouble at his home in 
this city after an illness of several 
months. He was born in Paterson, 
N. J., and learned the shoe business 


LEO FEDER 


in that community. Being a profound 
student of the feet, he was one of the 
first shoe fitters to take up the study 
of chiropody. So well qualified was he 
considered in the knowledge of shoes, 
shoe fitting and foot ailments, that he 
was on the faculty of the First Insti- 
tute of Podiatry in New York City for 
ten years as a lecturer on these spe- 
cialties. He held membership in the 
Pedic Society of the State of New York 
until the time of his passing. For sev- 
eral years he was with the Coward 
Shoe Co. of New York. 

When Mr. Feder came to Los An- 
geles 19 years ago to settle, he gave 
up his practice to start a retail shoe 
store specializing in corrective fitting. 
For the past 14 years his retail store 
has been located at 606 West Sixth 
Street. Leo Feder, Jr., will give up his 
last term in college in order to manage 
the store and will conduct it on the 
same excellent standard as practiced 
by his father all these years. 


Aaron §S. Slater 


Houston, Tex.—Aaron S. Slater, 
age 42, former operator of a Bostonian 
Shoe Store here, and later sales repre- 
sentative for the W. L. Douglas Shoe 
Company, passed away recently at a 
hospital in Houston. 

Mr. Slater was in the prime of life 
and was one of the most popular men 
in the shoe industry. He was always a 
gentleman, courteous, friendly and 
charitable. His future was predicted 


TO GIVE YOU R 


customers X-RAY 


SHOE FITTING SERVICE 
There is room in any shoe store or shoe 
d ent for the new, compact models 
of X-Ray Shoe Fitter. Only 23 inches 
wide and 30 inches long, they occupy 
less floor area than 2 chairs 

placed back-to-back. 
Even if you have to* ‘throw out” 2 chairs, 
‘ll never miss them. With X-Ray you 
tisfythem complete- 


7 DA v, 


this Spring, without in- 
creasing your capital in- 
vestment! Ask us how. 
X-RAY SHOE FITTER, Inc. 
3533 N. Palmer Street + Milwaukee, Wis. 


A 2966-% 











as brilliant. His counsel was frequently 
sought at the meetings of the South- 
western Shoe Travelers’ Association, 
and many measures proposed by him 
were put into effect. 

He is survived by his father, a sister 
and three brothers. There was a large 
number of shoe men in attendance at 
his funeral in addition to a delegation 
from the Southwestern Shoe Travelers’ 
Association of which he was a member. 


Thomas H. Dunkin 


WINAMAC, IND.—Thomas H. Dunkin. 
67, owner and operator of his own 
shoe store here for the past thirty 
years, died, recently, in the hospital 
from injuries received when the car 
in which he was riding skidded over a 
steep embankment and overturned. He 
is survived by two brothers, who live 
in Detroit. 





Elkins Appointed 
Avon Manager 


ToLzepo, On1I0—Tom Elkins, former- 
ly of Columbus, has been named man 
ager of the shoe department of th: 
Avon Shop, Toledo, leased by Burlan: 
Shoe Corp. He succeeds Stanton Bless 
ing, who has become associated with 
Reels, Inc., Milwaukee. 








www waa OS 
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Style Discussion at Syracuse Meeting 


[CONTINUED FROM PAGE 28] 


Replying to questions, Mr. Ehren- 
preis said grey is the most important 
color for women’s dresses for Spring 
and, when they ask what shoes to sell 
to match that color, patent leather is 
the logical answer, adding: 

“What next? Blue, which combines 
beautifully with grey. But blue was 
used last year, and if she wants some- 
thing different, brown is a very strong 
color to use with grey.” 

The speaker said additional business 
can be developed in style stores through 
the sale of alligator shoes—to be shown 
after regular sales of other shoes have 
been made. 

He said there are a million and one 
different heels and, while they are tre- 
mendously important, “don’t go crazy 
over one type.” 

Even though it may be necessary to 
increase prices, retailers should not 
deviate from their standards of qual- 
ity, the speaker declared. 

He said that advertisements should 
emphasize one idea instead of trying 
to cover the whole field, and that should 
also be true of all shoe store publicity. 

Michael Santercole of the Santercole 
Shoe Co., 773 East Delevan Street, 
Buffalo, touched off a demand for legis- 
lative action when he told of the sale 
of shoes, slippers and children’s shoes 
in Buffalo industries at cost and less 
than cost. 

He said a letter of complaint was 
sent to Mark A. Daly, secretary of As- 
sociated Industries, but he wrote back 
that nothing could be done about it. 
The matter was referred to the Legis- 
lative Committee, which was asked to 
make a study and suggest a legislative 
remedy. 

While an attempt may be made to 
prevent industries from selling any- 
thing but their own products, shoe 
manufacturers were requested to co- 
operate with their retailers in this 
matter. 

William Pidgeon told of the action of 
Rochester retailers in bringing about 
an adjustment upward in retail rubber 


prices after the prices had been raised 
to them on Jan. 1. 

E. N. Park of Syracuse, told of plans 
for the convention of the association 
which is to be held at Hotel Syracuse, 
June 16 and 17, and he asked that ex- 
hibits be put in Saturday night so that 
they will.be all ready for inspection 
early. 

There will be no registration fee for 
retailers. It was voted to have a lunch- 
eon on the second day instead of break- 
fast for guests Monday morning. 

Ernest R. Park of Rochester, presi- 
dent of the association, called for dis- 
cussion of the proposed Esquirol-Par- 
sons unfair sales act, which would make 
it a misdemeanor in the State of New 
York to sell merchandise at retail or 
wholesale for less than cost. 


Seattle Store Opens New 
Women’s Department 


SEATTLE, WASH. — Embarking on a 
new merchandising policy designed to 
round out existing services, the East- 
ern Outfitting Company’s Seattle store, 
Third and Pike, has established a wo- 
men’s shoe department. 

Lowell Bass, well-known in Seattle 
retail circles, and secretary-treasurer 
of the retailers’ association, will super- 
vise the new department in addition 
to the men’s shoe department, which 
has been in operation for a consider- 
able period. A new staff addition is 
Perle Larson. 

O. A. Pearson, merchandising man- 
ager in Seattle for the Eastern, stated 
that the expansion has been under con- 
sideration for some time and that it is 
viewed as a logical extension of the 
firm’s ready-to-wear apparel merchan- 
dising. 

Located on the second floor of the 
store, the new department was to be 
ready in late February. The predomi- 
nating color will be a soft pastel grey 
with specially-designed furniture of 


[45] 


deep wine hue for contrast. Displays 
will be in recessed cases illuminated by 
concealed lighting of fluorescent tubing. 

Prices will range from $4.95 to $7.85. 


Look for Big Season 
On New Shoe 


CINCINNATI, OHIO—H. J. Momper, 
buyer for H. & S. Pogue Co.’s Budget 
Shop and Basement Shoe Section, and 
his assistant, R. G. Demmerle, are 
singing the praises of what they term 
a season winner, La Conga. This smart 
square-toed pump with 21/8 heel is 
shown in black calf, patent, black ga- 
bardine, blue calf, and black silk-finish 
calfskin piped with lipstick red and 
a shoestring leather bow. Also proving 
a favorite is a coffee beige elasticized 
gabardine pump with brown trim and 
17/8 heel; same in black patent and 
gabardine combination. One black pat- 
ent dress tie with open toe and heel 
has attracted interest with its white 
piping and white mass circular stitch- 
ing on vamp. Mr. Demmerle gave 
front-case showing to a walking shoe in 
bootmaker calfskin, moccasin type with 
leather heel and welt sole. 


Current Shoe Styles as 
Shown in the Ads 


[CONTINUED FROM PAGE 30] 


cesses, Delman shows four white shoes, 
two in all-white and two in white with 
colored trims. Reading from top to 
bottom, they are: “A new version of the 
buckie-pump” in punched suede, the 
“famous Piazza Platform, set with 
colored calf,” the leading “box-last” 
step-in with all-over perforations and 
a wedge sandal, “striped in tan or 
navy.” Except for play and active 
sports shoes, this is a pretty complete 
picture of Summer types. The ad serves 
a double purpose in telling the public 
what Delman shoes are available for 
the remainder of the resort season and 
in educating customers .in important 
styles for the coming Summer. 








Point-of-Sale. 





—Much of the Consumer’s Knowledge of shoes 
comes from the Man at the Fitting Stool— 


—It’s good insurance for the Shoe Manufacturer 


to cultivate Point-of-Sale. 
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SALESMEN WANTED 


SALESMEN WANTED 


BUSINESS OPPORTUNITY 








Drawing Account $250.00 per Month 
Against Liberal Commissions 


That is what we offer to ten men who can meet our requirements :— 


(1) These men must own cars. 

(2) They must be 25 to 45 years of age. 

(3) They must be willing to travel and work hard. 

(4) They must have successful sales records to Retail shoe dealers. 

(5) They must devote all their time and energy to our line; No side lines. 


ALL MERCHANDISE CARRIED IN STOCK. TWENTY-FOUR HOUR DELIVERY 


The following territories are open: 


Kentucky and Tennessee 
Illinois and Missouri 

Arkansas and Louisiana 

Wisconsin and Northern Michigan 

Minnesota, lowa, Nebraska and the Dakotas (2) 

New York State, New Jersey, Delaware (2) 
Pennsylvania, Maryland, West Virginia and Virginia (2) 


Kindly state all particulars in first letter, including lines carried the past 
five years. 

Our organization knows of this ad. 

Address Box 604 BOOT AND SHOE RECORDER, 140 Federal Street, 
Boston, Mass. 








XPERIENCED RETAIL SHOE SALES- 

MAN WANTED by independent family 
shoe store handling better grade and corrective 
shoes. Steady position. State detailed experi- 
ence, age, references, and salary expected first 
letter. Also picture if possible. Write immedi- 
ately, Box 253, Champaign, II. 

XPERIENCED SHOE SAL ESMAN with 

tablished territory only to sell to the retail 
trade for New York and Pennsylvania State, a 
general line; a fair drawing against commis- 
sion. Address $606, care & Shoe : 
239 West 39th Street, New York, 





TERRITORIES OPEN 


Indiana, Ohio and Kentucky; Western 
Pennsylvania; North and South Caro- 
lina; Alabama, Mississippi and Louisi- 
ana. Outstanding line Women’s Nov- 
elty Footwear In-Stock Service $3.00 to 
$5.00 retailers. Commission basis only. 
Exceptional opportunity for live wire 
with following and experience. 

Submit all details and references in 
first letter. 


Address 610, ¢/e BOOT AND SHOE RECORDER, 
140 Federal Street, Boston, Mass. 

















POSITION WANTED 





seu ee a ne Seve’ 
t . Ferritory: Montana an est. OSITION WANTED—RETAIL: Seasoned 
The Stoughton Shoe & ther Co., Stoughton, po thee 42, married, well educated, desires 
Mass. position. Thoroughly conversant with every 


ALESMAN for Texas, Oklahoma and Ark- — pn ma — lates: —§ for a 
ansas. Stitchdowns, prewelts, Flexowelts. progressive salesman capable of taking fulf 
a ” Sircty Fa. — “ys live charge. locate anywhere; Unquestionable_ref- 
wire producers need angi. Meniples erences; Available March ist. Address 2605. 


Shoe [ . a > a feaiien. care Boot & S a. 239 West 39th 











Street, New York, 
SALESMEN to represent novelty line of 
sandal footwear for Florida District, Far 
West and wanted. Full information in 
first letter requested. Address $608, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y¥. 


iss WANTED: Short line of chil- 
PRE-WE 





West 39th Street, New York, 








LINE WANTED 


LINE WANTED: Women’s style line, retail 
$5-$6.50 ond sport line, retail $4-$5 for 
Texas and Oklahoma. Presently enemas: 
Thoroughly experienced; Age 33; Married; 

side on territory. Address 2611, care Bot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





INCREASE YOUR EARNINGS 
in a business of your own; a system 
of foot correction, with all the trade 
you can attend to. Earn big income in 
service fees in a few weeks. Easy 
terms for home trainin No further 
capital needed, no g to buy, no 
agency. Address: 
SPENCER SYSTEM, 
525 Back Bay, Boston, 

















FOR RENT 


OR RENT:—Shoe department 35 by 16 fo 

area with 1800 pair capacity, nice built 
fixtures, at moderate rent. Best location i 
North Dakota’s second largest city. S. L. Gil 
c/o “Mary Jane Shop,” Minot, S. Dakota. 








FOR SALE 





OR SALE: Shoe Store, 
| business; modern, up-to-date store, doin 
| $35,000 a year; 12 minutes from City. Reaso: 

is illness. No auctioneers. Address $612, car 
| Boot & Shoe < ee 239 West 39th Street 
New York, N. ‘ 


eleven years 


Schmanke Store Modernized 


Rocuester, N. Y.—The Schmanke 
Boot Shop, 1480 Dewey Avenue, owned 
by John H. Schmanke, a director of th: 
New York State Shoe Retailers’ As- 
sociation, is being enlarged and mod- 
ernized. 

A new front which will be different 
from any in western New York wil! 
be installed; the present double store 
will be made into one large store with 
more space than is used at present; 
new chairs, carpeting and decorations 
will be provided. 

John Fien, local contractor, and the 
Pittsburgh Plate Glass Company have 
contracts for the jobs. 


Change Resident Agent 


BLOOMINGTON, IND.— The residen' 
agent for the Bloomington Shoe Com 
pany, Inc., has been changed to Curti 
Walker, 112 North Walnut Street i: 
this city. 





address should be counted. 
The rate for all display 


CLASSIFIED ADVERTISING RATES 


ents the rate is 7 cents per word. Minimum charge, $1.25. 


rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
charge, 75 cents. For all other classified advertisem 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 
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HELP WANTED 


PATENT ATTORNEY 


WANTED TO PURCHAS 








WANTED 


Man of capabilities necessary 
to merchandise and manage 
women’s shoe department in 
department store doing half 
million dollars in shoes. Must 
be enthusiastic, aggressive, in 
the pursuit of his merchandise. 
Must have fine background of 
experience in women’s shoe 
selling for $6.50 and over. 


Must have keen style knowl- 
edge and possess leadership in 
instructing and developing 
salespeople. Good store per- 
sonality necessary and an un- 
derstanding of publicity re- 
quirements. In reply please 
give age and full description of 
business experience. All com- 
munications held confidential. 


Address 2609, Care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 














New Roe Store 
Opened in Tucson 


Tucson, Ar1z.—The Roe Shoe Com- 
pany held its formal opening recently 
of their new and smart shoe store at 
25 East Congress Street. 

Owned by the Rosenstein Brothers 
Stores Co., whose home office is in Den- 
ver, the modernistic store is the elev- 
enth in a chain running through Wyo- 
ming, Colorado, New Mexico and Ari- 
zona. Sam Evans of New York City 
has been appointed manager of the 
store, which will handle women’s foot- 
wear exclusively. 


Crimson and silver make the win- 


dow display stand out, attracting the 
customer to the interior, which has a 
soft pastel color scheme. The fluores- 
cent lighting from the ceiling gives the 
store a restful touch. 

Nyal Rosenstein was a coarchitect 
of the store and one of the owners. 

Local employees make up the per- 
sonnel of the store, for Mr. Evans in- 
sists that, “since we have expended so 
much effort to make Roe’s an integral 
part of Tucson’s business community, 
we felt that we could make no better 
gesture of civic cooperation than to 
_ employ all local help.” 








New Travelers Group 
Chartered in Boston 


Boston, Mass.—Formal recognition 
of the 210 Associates, an organization 
of New England Shoe Travelers, by 
the State of Massachusetts was com- 
pleted, recently, by issuance of the 
association’s charter of incorporation 
under state law, for which application 
was made December 16. 

The document, which will be framed 
and hung in association headquarters 
at 210 Lincoln Street, Boston, states as 
its purpose “to promote the welfare of 
its members; to establish a fund to pro- 
mote the economic and social better- 
ment of its members; to receive and 
hold real and personal property whether 
by gift or purchase for the purposes 
of the corporation, and to do all other 
things necessary for the social welfare 
of its members, permissible under chap- 
ter 180 of the General Laws.” 

Named as petitioners for incorpora- 
tion are: Abe W. Berkowitz, Raymond 
F. Brady, Albert Lappin, James En- 
glish, Joseph B. Stillman, Theodore 
Rock, Daniel Myerberg, Charles H. 
Jacobs, and Morris Rosenston. 


Holyoke Store Consolidates 
Shoe Departments 


HoLyYoKE, Mass. — Extensive altera- 
tions at the McAuslan & Wakelin Co. 
department store have been started, 
James H. Wakelin, treasurer of the 
firm, announced, recently. 

The two shoe departments at present 
in the Maple Street store are to be con- 
solidated and transferred to the base- 
ment of the High Street store. This 
area will be converted entirely to the 
sale of shoes. 


Manufacturers Group 
Organized in Brockton 


BrockTon, Mass.—The Southeastern 
Massachusetts Shoe Manufacturers’ 
Association was formed last week by 
several of the leading shoe manufac- 
turers of men’s shoes on the South 
Shore to succeed the Brockton Shoe 
Manufacturers’ Association. The major 
purposes of this new organization will 
be to promote the district’s prestige as 
a shoemaking center and to represent 
its members in future dealings with the 
Brockton labor union, the Brotherhood 
of Shoe and Allied Craftsmen. 





BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stocks. 

Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 91390 











Buyers of Surplus Stocks 
We will buy surplus er entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch ty, Bes- 
tonians, Stetson, 

IRVIN RUBIN 

“The House of Jobe”’ 
Reade St., Cor. 


so Charch 
Phone Barclay 7-7887. 


New York City 











SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-5181 











Bids Asked for CCC 
Service Shoes 


Boston, Mass.—The Boston Quarter- 
master Depot is in the market for 
80,952 pairs of black service shoes for 
use by the Civilian Conservation Corps. 
Of these, one-half are to be “Type B,” 
which have full middle soles and rubber 
heels; and one-half are “Type E,” with 
corded rubber soles and uncorded rub- 
ber heels. Bids are to be opened March 
6. On the same day bids will be opened 
for 60,000 pairs of leather laces, 65 
inches in length. 


Zimmerman Manages 
New Department 


MarRIon, IND.—Allan Zimmerman is 
manager of the new women’s shoe salon 
at Queen City Department Store. The 
new department is located on the main 
floor. A price range of $3 to $6.75 was 
featured in the opening promotion. 


Moves to New Store 


NortH ADAMS, Mass. — Hormidas 
Morrier, who has conducted a retail 
shoe store on Bank Street for the past 
36 years, will join the ranks of Main 
Street business men on March 1. 

Mr. Morrier has leased a store in 
the Shelby block on Main Street, which 
is being. renovated. 





Slight Decline in January 
Shoe Production 


New York—<According to the Tan- 
ners’ Council of America, shoe produc- 
tion in January was approximately 
33,000,000 pairs. This compares with 
output a year ago of 33,561,000 pairs. 
Shoe activity in the first quarter of 
1939 was extremely high and some re- 
duction was expected in the opening 
months of the current year. However, 
no appreciable decline was shown in 
January and a tentative estimate of 
February output, based on manufac- 
turers’ schedules, indicates a possible 
gain over a year ago. It is tentatively 
estimated that February shoe output 
will reach 36 million pairs, compared 
with 35,457,000 in 1938. 

Trade quarters were somewhat sur- 
prised by these estimates of output in 
view of reports that shoe distributors 
were placing orders sparingly. It is 
also pointed out that uncertain price 
trends offer no warrant for believing 
that shoes are being purchased in ex- 
cess of actual needs. On the contrary, 
it appears to.be the consensus in the 
trade that retailer buying has been held 
to minimum levels for the coming 
Spring. However, it is possible that 
the early date of Easter this year has 
moved Spring production forward. 


Heider Named Carlisle 
Superintendent 

Harrissurc, Pa.— Richard Heider, 
who has been in charge of pattern and 
style for both Carlisle and Annville 
factories of the I. Miller firm, was ap- 
pointed superintendent of the Carlisle 
Shoe Company, it was announced, re- 
cently. He succeeds John Stangle, who 
was superintendent for the past two 
years. 

Mr. Stangle, who will remain at the 
factory until March 1, announced the 
change in superintendents will not af- 
fect the transfer of the Annville plant 
to Carlisle, and that the work was pro- 
gressing on the annex to the Carlisle 
factory to double the size of the plant 
to accommodate work previously han- 
dled at Annville. 

Mr. Heider came to Carlisle in 1933 
from New York City, and when the 
I. Miller company acquired the Ann- 
ville plant several years ago, served 
in the same capacity for both plants, 
dividing his time between them. 


Dramatizes Beach Shoes 


New York—New ideas in beach 
shoes were dramatized by the I. B. 
Kleinert Rubber Co. at a St. Valen- 
tine’s cocktail party and fashion show 
in the Rainbow Room at Radio City. 
Models in bathing costumes showed pat- 
terns which included a new braided 
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BOOTS AND SHOES 


BELLAIRE SHOE CO. Portland, Me 

BROOKS SHOE MFG. CO., Philadelphia, Pa 

BROWN SHOE COMPANY, St. Louis, Mo 

CONNELL, J. M. SHOE CO., Braintree, Mass. 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa 

GOODRICH FOOTWEAR, Watertown, Mass 

HARRISON SHOE CO., Everett, Mass 

HERBST SHOE MFG. CO. Milwaukee, Wis 
HOLLAND-RACINE SHOES, INC., Holland, Mich 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
QUEEN QUALITY SHOE CO., St. Louis, Mo 

TAYLOR, E. E., CO., Boston, Mass 

VIRGINIA SHOE CO., Fredericksburg, Va 

WRIGHT, FE. T.. & CO., INC., Rockland, Mass. 


& 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York, Boston, Philadelphia 
COLONIAL TANNING CO., Boston, Mass. 
KIEFER, EDGAR S.. TANNING CO., Chicago, Ml 
SETON LEATHER CO., Newark, N. J 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 
GOODYEAR TIRE & RUBBER CO., Akron, 0 
LITTLEWAY PROCESS COMPANY, Boston, Mass. 
UNITED LAST CO., Boston, Mass 
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TRIMFOOT CO., INC., St. Louis, Mo 
X-RAY SHOE FITTER, INC. Milwaukee, Wis. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. ........... 2.000000 ccc cee cue ceeeeee 47 
KIRSCH-BLACHER CO., INC., New York City 

POLACHEK, Z. H. New York, N. Y 

RUBIN, IRVIN, New York City 
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